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For your 


WINTER and 
CHRISTMAS 
DISPLAYS 








these and many otherideas described ¥ 


in detail, in our new GLOSSIROLL BOOK- 
LET. The ideas are arresting in design and 
color and carefully selected to insure dis- 
plays of infinite variety, liveliness and great 
attention value. They rank high in the 
critical estimation and preference of well- 
informed displaymen everywhere, because 
of their easy adaptability and the prestige 
and finesse they lend to any display. We 
urge early anticipation to insure prompt 
delivery. 


WRITE, TODAY, FOR YOUR COPY OF 
THE NEW WINTER AND CHRISTMAS 
BOOKLET. 


EXCELSIOR 


PAPER SPECIALTIES CO., Inc. 


DEPT. D. 640 W. 57th STREET, NEW YORK 


















XP7—40"x16’ APPROXIMATELY—PRINTED IN 3 COLORS 


While we are in the midst of WINTER and CHRISTMAS 


preparations we are ready to fill orders for your immediate fall 
and pre-holiday needs quickly from stock now on hand. 
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PRINTED IN 
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ATERIALS FOR YOUR 
ot 
Tuco DISPLAYS 


ovasheiae| (commercial 


murals) 
Colorful effects for windows, counters, 








ledges, posts. So easy to use and in- 
expensive too. Priced $2 and up— 8 
designs in 3 sizes to choose from 
Original designs by leading artists 


30°" x 90" 


me) | Ge LO) FO) 3) 
HALFTONE 
$375 EACH 
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No limit to the unusual, striking effects 
you can create and it’s lots of fun 
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these colorful brochures. 
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new Christmas materials. —. INTERCHANGEABLE 
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CREATE YOUR OWN STRIKING CHRISTMAS DISPLAYS with 


ENDS: 


“the display material of a thousand uses” 
FOR XMAS TREES & WREATHS.-Fashion your own ideas into shape with Flexture. Modernistic or 


orthodox—-whichever forms you prefer—the hundreds of loopholes in the strong steel mesh of Flexture are perfect for an- 
choring packages where they won't slide. 


FOR THE WHOLE YEAR ROUND.-atter Christmas, restyle the SAME Flexture, sprayed new colors to suit 


the season. Flexture pays for itself over and over again, as designers throughout the country have PROVED to themselves, 
by the scores of altogether different uses they can get out of it. 








The following diameters of Flexture are suggested and recommended for the above: 


Uuplated Nat silver 

Code Diam. Lengths (for spraying) (cadmium) plate 
No. 150 1,” 25 & 50 ft. $ .21 @ it. $ 25 a ft. 
No. 160 ye” 25 & 50 ft. Ziatt 25 a ft. 
No. 402 hg 10,23, $0) ft. .30 a ft. 45 a ft. 
No. 1031 114” 10, 25, 50 ft. .50 a ft. -70 a ft. 
No. 2050 a 5. 28,20" ft. 70'@ it. .90 a ft. 


Higher prices of wire and plating are forecast. SAVE by ordering your season’s supply of Flexture NOW. 


FLEXTURE MAY BE SEEN AT AND ORDERED THROUGH 


Frank D. Maxwell Corp., Display Center of Phila., General Display Corp., Cin- New England Decorators’ Herman Tunick, San Fran- 


New York City Philadelphia, Pa. cinnati, Ohio Supply Co., Boston, Mass. cisco, Calif. 
Advertising Displays & Dec- U. S. Display Corp., Pater- M. E. Moody, Dallas, Texas House of Aladdin, Los An- Maharam Fabric Corp., New 
orations, Cleveland, Ohio son, N. J. Deweese Display Equip. Co., geles, Calif. York City 


Greggory, Inc., Chicago, Ill. Nat Siegel, New York City Pittsburgh, Pa. Texkraft Sales Co., New York 
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"Getting the customer into the store is only the 
first step. Once in the store, the customer's in- 
terest must be stimulated and built to the point 
where he or she is in a buying frame of mind, and 
More and 


more merchants are realizing the tremendous divi- 


here also display is a vital factor. 


dends awaiting them if they invest enough of the 
budget and their whole-hearted cooperation in 
their display division.""—Moriz M. Dreyfus, Pioneer 


Suspender Company, Philadelphia. 


OUR NEXT ISSUE 


The November issue will bring you more Christ- 
mas ideas—last-minute tips which can be adapted 
to your own problems; included will be the second 
in the series of ‘Display Bits,’ by Edward Henry 
Tackney, which makes its appearance as a regu- 
lar feature in this issue. . . . Kathleen Rivers, 
Kendall Hull, and Herb Cross keep you posted on 
the latest displays of New York City, Chicago, 
and Los Angeles, and a number of excellent arti- 
cles and photographs by prominent displaymen 
keep you up-to-date on other sections of the 
country. 


THE COVER 


rafters and a hayloft made the 
background for the ‘Harvest Supper’ dis- 
play designed by W. T. Munford, Thalhimers, 
Richmond, “RK. Ss. Vv. BP. te 
ial a > Real corn, pumpkins, and 
cider jugs were strewn about the scene. The 
usual picnic basket was filled with tempting 
Oil lanterns, 


hung from the ceiing and cast a 


Rough 


for a series of 


windows. 


delicacies. lighted electrically, 
however, 


warm yellow glow over the entire scene. 
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For Sparkling NEW Beauty 
IN 


CHRISTMAS 
DISPLAYS 


GAY. VIVID 
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CHRISTMAS TREE— 
* Frosty flashing design of traditional Christmas trees 


against festive Velvelur 87” background in gay- 
est RED, BLUE or GREEN. 


SNOWFLAKE— 


w A lovely pattern of shimmering silver tinsel snowflake 


crystals on Velvelur 87” background in cheery 
RED, BLUE or GREEN. 


+ ge * 
+ * 
ye ae ee a 











VELVELUR 37 





ERE'S 


colortu 
87” plus glistening holiday designs in silver tinsel. 
Snowflake or Christmas Tree motif on VELVELUR 
87” in festive red, green and blue. Full 87 inches 


wiae in 


One 


Dept. 3 


TOR RRS RE RS ARS REE RERESE RER S  R R 


years scintillating setting for 
t holiday merchandise. A\lll the rich 


18-toot lengths. 


| show you tne extra charm and 


SPECIAL HOLIDAY LINE 


NON-INFLAMMABLE 


non-inflammable VELVELUR 


paint, printing 
rough usage 
crease. 


We'll rush you samples at once! 


dimensional _ figures. 
¢ ‘ . - j . . 
effects. Artistic rough finish. 


Snowflake and Christmas Tree Designs in Flashing Silver Tinsel 


cheer of this perfect holiday decorative paper for 
backgrounds, floors, pillars, friezes, panels, show 
cases, etc. Quick and easy to handle, mount on 
board, etc. Cuts and shapes readily into three 
Wool-flocked for subtle 


Takes water-color 


airbrush and screening. Stands 
without cracking or permanent 








Don't forget regular VELVELUR 87” in 29 gorgeous pastel colors. Rolls 


87”. wide, convenient lengths and sheets 24x36. Also Ace seamless back- 


ground papers (81” wide—12 colors including black; 108” 


wide—8 colors). 
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Christmas Display Trends 











The year 1939 promises to be no different 
from those of the recent past, so far as the 
annual arguments on Christmas 
concerned. One takes the 
that holiday displays must have the conven 
tional and_ time-tested holly, 
boughs, poinsettias, and other familiar deco 
rations in order to appeal most deeply to 
the shopping public. On the other hand, 
another group of displaymen maintains that 
modern times demand Christmas 
display treatment, with blue Christmas trees 
and other items that go with them. 


trends 1s 
side standpoint 


evergreen 


modern 


And, just as in past years, 1939 will un 
doubtedly bring forth the old-fashioned dis 
play 
istic treatments for others. In many 


settings for some stores and modern 
Cases 
it is the policy of the store which will govern 

materials. with 
cultivated reputation for the 
latest in style trends and general alertness, 


the choice of Some tirms, 


a caretully 


will naturally go in for modernistic decora 
tions ; adhere to the cus 
tomary 


other stores will 
Yule traditions. 

Somewhere between the two extremes lies 
a happy medium which will be adopted with 
gratifying 
The holiday symbols which have been handed 


results by a probable majority. 
down through countless generations will be 
kept 


istic 


but brought up to date by individual 
treatment. Instead of the 
garish red-and-green Christmas colors they 


somewhat 


will use basic displays in which gold, silver, 
and white predominate, highlights ot 
the usual holiday colors. 


with 


Probably one of the best examples of this 
tvpe of display treatment is that which was 
John Wanamaker, Phila 

Nichols de 


delphia, for which store J. ( 


used last year by 


—The Grand Court, John Wanamaker, Phila- 
delphia, combines the familiar bells and ever- 
greens of Christmas with a modern touch 
which the store's shoppers found immensely 
appealing. J. C. Nichols designed the beau- 
tiful setting. (Photograph at the upper left 
by courtesy of E. |. Du Pont De Nemours & 
Co., Wilmington, Del.) — 


setting shown 
The construction 
full advantage to 
secure a dramatic impression of vast space 
given over to the holiday motif, with the 
religious side of Christmas being given pri 


signed the beautiful interior 
in the two photographs. 


of the store was used to 


mary importance. The first impression on a 
shopper who entered the Grand Court was 
that of being in a cathedral, rather than a 
store. While some might comment that such 
a feeling is not conducive to sales, it must 
be remembered that other Christmas settings 
in which not an article of merchandise ap 
peared produced banner returns through the 
medium of customer good will and word-ot- 
mouth comment. 


The color scheme employed by Nichols 
for the Wanamaker store was blue and 
white. Far above the floor level at one end 


ot the court swung three huge bells, silver 
on the exterior and gold within, kept in con 


stant stately motion. Stars were dropped 
from the ceiling on long cords. These were 
lighted from within, and operated on a 
blinker system. They appeared against a 


background of deep blue 


\ \ 


7 


Lhe stores) orgal tormed a decorative 
treatment just below the word “Noel,” as 
seen in the illustration In the space be 


tween the two banks of organ pipes was 


placed an oil painting of the Madonna, done 
by Miss Eugenia Wireman. This was framed 
in white 


ruscus. An organist played chimes 


intervals throughout the day 
detail ot the 
along each side of the 
in the 


at. trequent 

Something ot the treatment 
(grand Court 1s seer 
smaller photograph The Christmas 
done in. silver 


White candles 


mounted on 


trees on every ledge were 


and trimmed with blue balls 


12 inches in diameter, were 


pilasters against a blue background, as 


shown. The heights varied from 20 to 24 
to 28 feet. Gold “Cel-O-Glass” was used 


for the candle flames, the flames extending 


40 inches above the candles themselves 
as that described 


Christmas display 


It is in treatments sucl 
that the 
is found—a 


above trend 


retention of many of the old 


loved symbols ot the season, plus a new and 


modern touch that gives the setting an 


up-to-dateness that 1s not m= the least 


offensive 


Fe ee 


ee La 


"tt it Sk eee eee 
i olen as ae 
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Glittering Fall Fashions 
Dominate Fifth Avenue 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 








Manners and customs vary with — the 
changing styles, and on looking over the 
current season's offerings one can sense the 
same of trends in display. Along with the 
new formality in the fall fashion picture 
have come reflections of a more leisurely 
and gracious mode of living. Good man- 
ners are once more a byword and the win- 
dow mannequins emulate the genteel Victo- 
rian ladies and appear with downcast eyes 
and hands neatly gloved. Stilted tableaux 
of the past have come to life in old-fash- 
ioned drawing rooms dominated by the 
marble mantel of the family-album days. 

Queening it over the scene are the October 
brides, less dewy perhaps than their June 
prototypes but bearing themselves with a 
regal elegance that fits well into the general 
atmosphere of pomp and circumstance. In 
the outdoor settings, too, a mellow mood 
prevails, with the ripening fruits of the har- 
vest weaving a bright tapestry of color into 
background autumn tweeds. 

Old or young, rich or poor, there’s hardly 
a man who fails to pause for a second 
glance into this Macy hunting window 
which anticipates the open season with the 
advice, “Kill Two Birds With One Macy 
Gun! Down comes the pheasant and down 
comes expense—for Macy's Guns and Shoot 
ing Clothes give extra performance and 
are priced low tor cash 

The setting represents a hunting lodge ot 
cabin, rich in the rustic appeal so dear to 
the masculine heart. The rough wooden 
boards which form the walls are stained a 
pinkish red, and the furnishings, most of 
which are maple, are simple to the point otf 
severity and have the well-rubbed appear 
ance of long usage. 

Antique pewter ware, decoys, trophys, and 
ammunition are spaced along the shelves 
built into the recessed window to the right 
in the rear wall—the small-paned glass 
simulated by clear cellophane backed with a 
view of autumn trees. The rug placed just 
in front of the door is a colorful Navajo 
Various makes of guns in the rack at the 
left of the door all have their own identifica 
tion tickets with prices—as do the hunting 
suits and other necessary equipment. Irving 
Eldredge is display director for Macy's. 

The sporting element entered into a pres 
entation of fall plaids at Lord & Taylor 
when Dana O’Clare, director of display, did 
one setting as a skeet grounds, thereby 
drawing a gallery of enthusiastic spectators 
to the windows. A crisp outdoor freshness 
of atmosphere accentuated the appeal of the 


—Upper left, by Irving Eldredge, R. H. Macy 
& Co. ... center, by Dana O'Clare, Lord & 
Taylor . . . left, by A. B. Hvorslev, Ohrbach's 
. . « (All photographs by courtesy of Wor- 
singer Window Service, New York City) — 











OCTOBER, 1939 


—Upper right, by Louis Villela, B. Altman's 
. center, by Tom Lee, Bonwit Teller & Co. 
... below, by Louis Villela— 


merchandise, the colors showing up with 
vivid clarity against a section of white 
fencing and the soit, greenish-blue wall 
beyond. 

The contestants apparently having taken 
time out for a little relaxation, the guns 
courtesy of Abercrombie & Fitch—rest cas- 
ually against the fence or beside the pile of 
clay birds on the white painted stand. Sev- 
eral of these lie shattered on the ground. 

Worn, greenish boards are laid over the 
peat moss floor and around the walls are 
banked red-brown autumn leaves, with an 
overturned keg in the foreground used as 
displayer for accessories. A novel touch ts 
the use of brown and green leather leashes 
to suspend the white swinging sign which 
carries the heading, “Our country clothes 
shop says Plaids Plaids Plaids”—the three 
words done each in a different color—green, 
red, or gold—and receding in size. 

. You've often pictured yourself wear- 
ing sports clothes like these” comments the 
window fashion text at Ohrbach’s, where 
Display Director A. B. Hvorslev created an 
interesting third-dimensional portrait of a 
well-dressed mannequin as the background 
theme. (Third illustration.) 

The figure was serenely posed on a gilt 
chair against a novel backdrop of papier 
mache egg-crate filler finished in burnished 
gold—the depth of the shadowbox about 30 
inches and set off by a 4-by-5-foot gilded 
wood frame. In combination with the gold, 
the French mustard tone of the walls and 
the rich autumn shades of the merchandise 
completed a most effective color scheme. To 
emphasize the portrait theme, supplementary 
merchandise was displayed on a_ large 
palette of gilded fir plywood banked with a 
huge cluster of vellow chrysanthemums and 
autumn leaves for fall atmosphere. A pape 
streamer announcing that the featured met 
chandise was located in the “Sportswear 
Dep't” was lettered in purple script, repeat 
ing the dominant color note of the fashions 

These windows, recently installed, are 
equipped with a flexible lighting arrange 
ment, spotlighting from the left in this 
display throwing interesting shadow effects 
on the opposite wall. 

“Remember the Brownstone Age ?”’—was 
the reminiscent title for a full stretch of 
\ltman Fifth avenue windows reviving nos 
talgic scenes of the past as background for 
period-type fashions. Though individually 
and as a whole the series drew much favor 
able comment, the old-fashioned apothecary 
shop setting seen in the photograph at the 
upper right on page 7 proved to be the 
greatest drawing card of the group. 

Intensive research on the part of Display 
Director Louis Villela went into this win 
dow, which was modeled after the original 
shop of one of the oldest drug firms in the 
city down to the use of much of its equip- 
ment—the apothecary scales and the familiar 
jars of colored liquid and “Leeches’”—even 
the old mahogany sales counter with its 
porcelain labels of drugs and herbs seldom 
heard of in the glittering drug emporiums 
of today. 

[Continued on page 53] 
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Many well known firms are represented by the 
beautiful Christmas displays shown here. At the 
upper leit is an interior by Edward J. Perrault, 
Phe Fashion, Houston. Next is a window by 
C. W. Thomas, J. A. Kirven Company, Columbus, 
Ohio. The third photograph shows an interiot 
setting by Guy Malloy, Neiman-Marcus Com 
pany, Dallas. The tree is made of ermine, deco 
rated with iridescent balls and electric candles 
The same use of white was followed throughout 
the store. The lower display in the left-hand 
column was by W. T. Munford, Thalhimers 
Richmond. Two Eighteenth century figures 
laden with holly and gifts, were seen in a wintry 
scene; “snow” was kept in motion by blowers 
while the music of chimes was brought to the 
street by a public address system. 

\s an eve-catcher for children, Guy Malloy 
used a Ferris wheel in the Neiman-Marcus toy 


department. This was motor driven and illumi 


nated by Christmas tree lamps. 

\s seen immediately below, Edward J. Pet 
rault added a touch of fantasy to his Christmas 
settings last vear. The “angel” was in the form ot a 
mammoth puppet, suspended in the air by strings 

\bove (right) is an unusual window display 
by Earle J. Taylor, Strawbridge & Clothie1 
Philadelphia, in which “Filterlite” was employed 





























Christmas==" 


Ditferent colors of light were thrown on the 
scene, but white remained white because ot the 
special filter. 

Below is a very lovely setting tor Elizabetl 
Arden, New York City, fabricated from sheet 
Lucite by Domenico Mortillito, who also did 





some of the outstanding murals at the New York 
World's Fair. (This photograph is) shown 
through the courtesy of the Plastics department 
EK. I. Du Pont de Nemours & Co.. Wilmingt>: 
Delaware. 





At the upper right is a doll display by Laszlo 


Gabor, Kaufmann Department Stores, Pittsburg! 
Children are shown peering into a gay show 
window, while a blizzard rages “outside.” Next 
comes a window with much the same motit, ex 
cept that this time it 1s Santa Claus who peeks 
through a cellophane window at a display of 
dolls. By Karl Kneis, tor Stix, Baer & Fuller 
Company, St. Louis. Laszlo Gabor also did the 
next display—a colorful accessory window gay 
with red pine cones and sprays of green fi 
against sparkling plastic streamers. Ray Parks, 
Leavitt Stores, Manchester, N. H., featured toll 
ing bells in a series of displays as seen in the 
final illustration. The streamer which extends 


trom the bell on the window floor bears the 


familiar “I heard the bells on Christmas dav 
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Autumn. Los Angeles Style 


"Dick" Whittington, Photographers, Los Angeles 


In contrast to European “blackouts” dui 


ing the month of September was the bral 


liance of the illumination in downtown Los 


Angeles. With giant searchlights (borrowed 


from the studios) sweeping the sky, and 


trumpeters sounding from street corners and 
tops of buildings, crowds gathered from all 
parts of Southern Calitornia to witness the 
autumn season 


spectacular opening ot the 


in the Hollywood) manner. 

Twice was the show. produced. — First 
came the “Modes of the Home” in) which 
the windows were devoted almost exclu 
sively to furnishings for the home. Ultra 


modern vied with period; ultra-color con 


trasted with “au naturel.” \s a liaison, 


coordinating all contrasts and periods, were 


the suggestions of autumn—autumn leaves, 
autumn flowers, autumn. shades. 
Phe second “opening” was “Modes— ot 


\utumn.” This fashion showing to 


end all tashion showings 


Was a 
Even the search 


lights that pierced the heavens were tinted 
in the colors of the season. Banked and 
garlanded with tresh flowers, from = asters 





and carnations to dahlias, and ranging trom 
gold to rusts to bronzes were the displays 
in the Autumn 
walks, large rubber trees, and rustic fences 
mood 


windows. scenes, flagstone 


formed the background in color and 
tor the display of the merchandise ranging 
ensembles to evening 


trom gowns. 


And over it all the show and spectacle that 


sports 


1S Hollywood. 


Inspiring the window displays. 
Bronze-green costumes were featured in one 


trimmed 


were 


window while bronze-green coats 


in| mink seen in another. Rose wine 


for evening vied with very dark brown and 


were 


russet for daytime, with foliage and flowers 
fitting into the color schemes. 

\utumn 
into the 


another 


blew tall 
the customers of 
Against 
with 
same 


leaves in vivid colors 


fashion minds of 
store. 


black 


leaves of the 


large department 


background, a dress 


had 
while 


a shaded 
scarlet accessories 
window in 
blue 


flaming scarlet, another 


vivid blue accented with wine had a 


background with blowing leaves in) wine 


shades. 








Among the other colors highlighted were 
popover tan and moss green accessories, 
moss green touched with burnt sienna, gras 
with gold, and wine with brown accessories. 
featured a 
scarlet velvet suit flannel 

\nother store highlighted the motion pic 
ture from the Warner Brothers 
production, “The Old Maid,” with the bustle 
coming in for its full share ot 
Colors at this store have 
with Vintage 
Hacienda or moss-green, 
Ramada or light 


One striking sportswear window 
trimmed in gray 


costumes 


influence 
fashion publicity. 
California beginning 
or medium brown, 
Mandolin or dark 


names, 


brown, 


—At the upper right is a display from the 
new May Company store on Wilshire boule- 
vard, Sidney Gorman, display director. . . . 
Next is a window by A. J. Maley, The Broad- 
way-Hollywood. . . . At left, from a famous 
store whose publicity policy prevents its iden- 
tification here... . (All photographs by cour- 
tesy of "Dick'’ Whittington, Photographers, 
Los Angeles) — 
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—Stewart Raymond designed the British wool- 

ens window for The Broadway, downtown... . 

J. Roy Stewart did the two unusual furniture 
windows for Barker Brothers— 


olive green, and Fandango or light sienna. 
Props from the pictures as well as scores ot 
gladioluses decorated their windows. with 
the Victorian motif. In each of possibly fit- 
teen windows was the comparison drawn 
between “The Old Maid” period and_ the 
modern. Sports scenes, garden scenes, eve- 
ning scenes and even an elaborate wedding 
scene were graphically compared costume 
for costume, date for date. 

Another grand occasion of the month was 
the opening of the new May Company store 
on Wilshire boulevard’s “Miracle Mile.” 
This five-story “Store of Tomorrow” has 
many distinctive features, particularly in 
indirect illumination and evenly distributed 
air-conditioning. Even the display windows 
are completely air-conditioned, but there is 
no draft to disturb the set-ups. This, as can 
readily be realized, was an innovation to 
the displaymen. Sidney Gorman is the man- 





- .? 


ager in charge of both window and interior 
displays, and it requires all of the crafts- 
manship and knowledge of his fitteen years’ 
experience with the downtown May Com 
pany to keep the artistry up to the minute. 
There are twenty-nine separate windows at 
the Wilshire store, and when we say sep- 
arate we mean separate. At first glance 
each window seems to be an individual stage 
with proscenium extending out to the side- 
walk. The illusion is obtained by the re- 
cessing of the space between windows. The 
base of the windows and the space between 
are of dark marble in front of which is a 
neatly trimmed boxwood hedge. The win- 
dow pictured here (first illustration) has a 
built-in water fountain over which plays a 
pattern of varying colored lights. Waxen 
tulips thrive realistically in the bed of the 


fountain. The flagstone walk and_= real 
potted palm trees make the atmosphere 
pleasingly temperate. All the windows in 


this new store are illuminated exclusively 
by spotlights. There are no floodlights 
“Jewelry Splendor for Brilliant Nights” 
characterizes the fashion-jewelry unit in the 
second photograph. A. J. Maley, the Broad- 
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way-Hollywood, distinguishes his displays 
by having huge plaster mirrors in different 
pastel shades in the foreground of each 
window. A carefully placed spot of light 
on the tace of the mirror gives it a veritable 
“touche,” while true spotlighting covers the 
principal subject of interest, exciting a 
gay sparkle in the costume jewelry. “Ele 
gance in Fall Fashions” and “Back Talk,” 
were the titles of other Maley windows 
which teatured the new bustle tashion 
“Branch out in color” says the window 
card in this display (from a very exclusive 
store whose publicity policy is to remain 
anonymous) so the display does just that. A 
wooden tree with outspread branches bears 
smart sport sweaters as its truit. The sporty 
Cardigans were gracetully hung in_ place 
with their accessories close by to make the 
ensemble complete. The golfing bag and 
candid camera held by the figure typify the 
vouth and gavety of Southern California 
Just enough, and not too much 1s the chee 


ful story of this window display 


[Continued on page 47] 
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Tennent Turns fo Hollywood 
And Abstract Ireatments 


Lhe special tall ancl spring 
plavs ot Malcolm J b lennent, Meier & 
Portland, Ore 


enificance to th 


opening qas 


frank ¢ ompan have come 


display 


a spc lal 


Keach ar he introduces new display 


mnovations through his settings, and eacl 


ear he makes increasingly skillful use oft 


the familiar standbvs—light. color, and 


ccasionally, motion Unusual structural 


forms figure largely in his sp.c.al settings, 


and much attention is given to good display 
composition 
belever im the intet 


Fennent 1s a strong 


esting use of light for window display, and, 


matter of fact, was employing special 


as a 
ighting effects for several vears betore this 
ame into general us¢ In the past he has 
effects 
properties to secure window 


combined. striking lighting with un 
sual decorative 
that 


so ago when he 


stood out—as, tor example. 


placed a bride's 


treatments 
Vear ol 

figure on a large glass block mounted on a 

12-foot glass “flames” 

1 


Mannequin, an 


turntable, erected 


ind the illuminated the 


with the light trom a_= single 


while the rest of the 


whole unit 
window re- 
\nother 
same season had for a center 
column 
artificial 


spotlight 


mained in a velvety darkness. 
display ot the 
enormous con- 
silk, filled with 
illuminated from within. The 
lighting kept 


dim in order to bring out the beauty of the 


display plece an 


structed of oiled 
grapes, and 
surrounding was relatively 
column 

Coupled with his ability to pull elaborate 
seemingly out of thin. air, 
arrangements 


display settings 


Pennent manages his window 
so well that the large scale, dramatic props 
and backgrounds do not overshadow the 


merchandise. This fact is made very clear 
—Herein is strikingly illustrated the use of 
abstract designs and a touch of Hollywood 
in the fall opening displays of Malcolm J. B. 
Tennent, Meier & Frank Company, Portland, 
Ore. The abstract figures were done in 
chalk on wide sheets of paper stretching 
across the backgrounds from rolls at one 


side of the window— 








by the eight illustrations of Meier & Frank's 
windows tor the 1939, as 
Only eight photographs are 


fall opening of 
pictured here. 
shown, although similar displays circled the 
four-block circumference o1 the store. In 
observing these Gisplays it must be remem 
bered that all properties used were designed 
and made in the store’s own display depart 
ment—where anything from a window card 
to a hand-carved statue in imported wood 
can be produced. 

This season, Tennent took his display cue 
from the glamorous celluloid capital and 
Meier & Frank's Produc 
tions” in a manner which had more than a 
touch of Hollywood romanticism, but none 


staged “Fashion 


of its blatancy. 
Settings for the new 
picture lighting effects, and 


fashions used sound 
props, motion 
backgrounds quite similar to those found in 
cameras and 

Colors and 
with 


modern movie sets even to 


directions for dressing rooms. 
shadows followed through in keeping 


the general idea. 

















A departure trom the usual window card 


sheets of glass some 
had the 


and 


was made. Instead, 
12 by 18 


message 


inches in size fashion 
lettered on 


about 2 inches from the floor at one end in 


them were raised 
order to be legible to the passerby. 

One of the windows pot 
trayed “The Enchanted Forest,” an imagina 


large corner 
tive setting tor the display of children’s fall 
and school clothing. Large story-book cut 
outs filled the background. 

In the group of displays pictured on page 
12, the first is of another corner window in 
fur-trimmed casual coats 


which luxurious 


were displayed before a scene simulating a 
motion picture set on the “Bar X Ranch.” 
The costumes were spotlighted as shown. A 
movie camera was poised ready for action, 


behind the would have 


similarity to a 


and a_ peek scenes 


further verified the movie 


set because the ranch-house, lence, and 


entrance were simply mounted against a 


bare wall 


Tennent, however, was not content with 
one display idea tor the fall opening. Among 
several others, and getting trom. the 
Hollywood trend for a 
theme in which = abstract 
chalk caught held the 
thousands of shoppers 


The 


drawing 


away 
moment, we find a 
done in 
of the 


these dis- 


designs 


and attention 


who saw 


plays. drawings were done on huge 


sheets of paper. unrolled from a 
great each instance to 
particular section. The first such treatment 


is illustrated in the secon] photograph, for 


drum in show a 


—Four more of Tennent's fall opening win- 
dows are seen above. At the upper left the 
display shows a window-within-a-window for 
the presentation of millinery. At the right 
formal wear is seen in a setting reminiscent 
of a motion picture sound-stage set. Ab- 
stractions were used for the background 
treatment in the Don Richards men's wear 
window and the skating and after-skiing cos- 
tumes display. In the laiter case, the back- 
ground sketch was of a highly magnified 
snowflake, to tie in with the ornamentation 
of the costumes— 


a window displaving Hattie Carnegie dinnet 


2OWNS. The abstraction here is based on 


the significance of air transportation as a 


symbol ot speed in connection with up-to 


the-minute styling 

The bridal 
page 12 
ture sound 


display at the lower lett o1 


was staged as if in a motion pi 


studio. Six colors were plaved 


through various openings, on the whit 
wedding gown, while back-lights threw col 
floor ‘| his 


another of the large corner window displays 


ored shadows on_ the Was 


There were two dramatic millinery win 


one depicting the exciting new “Green 
color lot tall, 
In this particular 


dow Ss, 


Tea” with outstanding tash 


ions. window, water-like 


discs of wood were used and_ effectively 


lighted for shadows on the walls and floor 
The other millinery 
upper left on page 13, hats in 
“Dramatic Red.” This display adapted the 
simple settings of exclusive Wilshire boule 


window, seen at. the 


featured 


vard shops in Hollywood. The window 
within-a-window, incidentally, came in fot 
much commendation from shoppers 

At the right of the 


“white tie” 


millinery window 1s a 


display of apparel for the gen 
again staged in a movi 
Startling light effects 


spotlights focused througl 


tleman and lady 
studio sound setting 
were obtained by 
the cut-out sections in the background 
One of the chalk 


series ot displays included 


designs in the abstract 


a tootball plave 1 


as a background tor a window teaturine 


Don Richards apparel, with correct turnish 


ings—illustrated at lower left 


Phi final 
stract 
ind = attet 


stylists Phe 


photograph is ot another ab 
being for skating 


Hollvwood 


Was 


window. this one 


skiing costumes by 


background in this case 


of highly magnified snowflake designs 11 


keeping with the embroidered snow flakes o1 
the costumes. 


Two other windows, not illustrated, im 
picture set in which the 


Monte-Hickey 


Sharp 


cluded a motion 


emphasis was placed on Del 


costumes in “Uncommon Clay” colors 


characterized 


colors 


and emphatic use ot 
this display. For I. Millet 


ties the background treatment took the 


accessory athini 
torm 
of paper rolled on huge spools in newspaper 
tashion, with glass shelves suspended trom 
the loops ot paper to support the accessories 

These fall displays make it very apparent 
that Malcolm lost the 
touch which makes his special opening win 


Tennent has not 


dows the talk ot the display field 











DISPLAY WORLD 


OCTOBER, 1939 


Variety Furnishes Spice 
For State Jtree 


The setting is late Victorian ... elaborate, 
ablaze with brilliance, exud- 
curtain this 
October upon the second act of State street's 
fall “Plate Glass Backstage there 
is a bustles, the ruffled 
petticoats, clanking of bracelets, chains and 


extravagant... 
ing elegance ... as the rises 
Revue.” 
rustle of swish ot 


charms, as mannequins, laced-at-the-waist 
and padded-at-the-shoulders, stand ready to 
sweep into the pageant. Fabrics, 
a-glitter with silver and gold lights, are em- 
broidered, flowered, — studded. 
Failles, bengalenes, velvets, and taffetas 


... play stellar 


too, are 
brocaded, 


reminiscent of an earlier day 


roles, and feathers and furbelows are all 


over the street. So hitch your surrey to a 
nearby post, step down and let’s have a look 
at the performance. 

I. Miller's Michigan avenue store injects an 
interesting note of surrealism into a display 
featuring bags, footwear, hosiery and jew- 
illustrated. Upon a large 
perched a feminine phantasmagoria consist- 


elry, as box 1s 


ing of a pair of legs neatly stockinged and 
booted, impeccably gloved hands, a faceless 
composition head supported upon a nebulous 
A feather turban and bead 
little 
\ smart card reads, 


torso of Lucite. 


necklace complete the witch (if you 
know what we mean). 
“The Current High 
Wear it 


jects) on 


Fashion . brown 


with absolutely everything.” Ob 


display carry out the suggested 


color scheme LL. R. Samuels is display 
manavel 

\ neo-geometric iluminated arrangement 
of Chinese porcelain table lamps, marching 
along the steps of a central platform, stand 
ing about on pedestals and shelves of varied 
comments from 


Mandel 


makes 


heights, brought favorable 


street shoppers passing Brothers 


Constance Christen compelling use 


of a circular poster depicting a crowd rush 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


ing to Mandel’s to take advantage of an out- 
standing sale. Across the face of the poster 
in cut-out letters are the words, “Mandel’s 
A placard in the 
forepart of the window also directs attention 
to the The display is shown in the 
second illustration. 

G. C. Bowen, The Hub, welcomed our gay 
and gallant conventioning legionnaires of 
the Southern with a_ shield set up 
behind an impressionistic map and a happy 


Customer's Choice Sales.” 


sale. 


states 


hodge-podge of steamboats, cotton bales, old 
balconies, violins, and magnolias. A 
suitable exhibit of attire and smart 
luggage occupied the downstage. (The pho- 
tograph is at the top of page 15.) 

Departing temporarily from the 
field, Carson's J. W. Campbell 
decorator’s ladder, 
bolts. of 


iron 
men's 


fashion 
sets up a 


drapes over it several 


flowered and plain materials and 














strings of braid, balances the display with 
a group of fabrics centered about an arm 
chair, puts up a sign querying, “Does your 
Living Bedroom Have the ‘End 
of Summer Blues?’ You Can Banish Them 
with New Draperies or Slip Covers.” 

Campbell again makes effective use of 
draped material in a chinaware exhibit pop- 
ularizing a floral pattern called “Greta.” 
Dishes are attractively arranged upon plat- 
form standards and a large reproduction of 
the china pattern hangs upon the back- 
ground panel. Artificial flowers carry out 
the “garden motif.” Photographs of this 
and the preceding display appear here. 

The following displays are not illustrated : 

“Extravaganza Jewelry Gold, Pearls, 
Rhinestones Make a Brilliant Setting 
for You.” So reads a lettered card in Man- 
del’s invisible glass window, where a breath- 


Room or 





bells, 


gim- 


taking collection of shining jingle 


handcuff bracelets, golden lockets on 
maled chains, ropes of pearls, and clasps ot 
brilliants have been rounded up by Display 
Director Constance Christen. A gilded back 
ground palette with swatches of mauve and 
a line sketch of a woman's head, enhanced 
by a long spray of tulle ribbon flowers 

mauve stems and centers ... Is 
gold cloth 


across the 


with 
accented by 


gold 
swirl of 
grape-colored satin 
There is a 


a draped 
mesh and 


window's rear wall. matching 
silk-covered cylinder prone upon the floor, 
upon which a black-gowned siren sits ad 


miring two hands full of pagan necklaces 
—A touch of the surreal is apparent in this 
attractive display for |. Miller's, Michigan ave- 
nue, while lamps arranged in geometrical pat- 
terns make an interesting appeal in a Mandel 
Brothers’ window—Constance Christen, display 
director. .. . (All photographs by courtesy of 
Fred Kuehn, Photographers, Chicago) — 
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—G. C. Bowen, The Hub, ran a series of dis- 
plays to welcome the American Legion con- 
vention delegates, of which the window at the 
right is specifically for the Southern men... . 
J. W. Campbell, Carson Pirie Scott & Co., 
whose portrait appears in “The Display 
Parade" elsewhere in this issue, created the 
displays seen below and at the lower right— 


Other items of costume jewelry are distrib- 
uted about the floor and on silk-covered, 
tip-tilted palettes. 

Clever entry by Sears Roebuck’s State and 
Van Buren store during the month was an 
introduction of “Firemen Red to Set Black 
Aglow.” Mannequins, ablaze with red and 
black street were shown amid an 
assortment of red-lacquered hook-and-lad- 
ders and firemen’s helmets. 


dresses, 


Triumph in staging is Display Manager 
J. W. Campbell's bridal window on _ the 
Madison street side of Carson’s. Against a 
mauve silk backdrop are silhouetted a bride 


and her attendant, the former in a room- 
sweeping train—gown of white, braid- 
trimmed with billowing skirt, wasp-waist 


and leg-o’-mutton sleeves the attendant 
in a floor-length dress of rose with gigantic 
puffed short sleeves and powder-blue bustle 
3oth are hatted with ostrich feather 
caps to match their gowns both carry 
nosegays. The bridal veil is of tulle 

finger-tip length. Down front a white book 


bow. 


stands open, its pages announcing, “From 
Joan Adair, Your Wedding Consultant, 
Comes Victorian Drama in Faille, Making 


the Perfect Setting for You and Your At- 
tendant.” Blue spotlights, playing upon the 
neutral side curtains of the window, add a 
fascinating color note to the tableau. 
Companion window features an array of 
white satin 
mother-of-pearl vanities, bags, gloves, per- 
fume, flowers, ribboned memory 
books and dainty pendants, arranged on a 
stepped-up platform of squares and semi- 


slippers, snowy silk hosiery, 


garters, 


circular pieces, topped with a veiled head 
poised upon a center column. A second 
message from Joan Adair suggests, ‘“Per- 


Bridal Access res 


Bride.” 


fect Blending of Your 
and Carson's Gift to the 


Fashion Flaunts” for furs of various 
sorts are dramatized effectively by Camp- 
bell in a group of the store’s State street 
windows. Beribboned, duvetyne-covered 
bandboxes of assorted sizes, ranging from 


standard hat models to gargantuan ones that 
permit a furred mannequin to pop out Jack- 
in-the-box fashion, are artfully stacked in 
careless profusion in each window .. . lids 
off and tissues springing up to form nests 
for tiny fur-trimmed toques. Each window 
is devoted to a single fur, a complementary 
color being used for the boxes and ribbons. 
In the mink display, a placard reads, “Per- 
Is Yours in the Hat You Choose of 
Furs.” mint- 
lamb is set off by 


fection 
the Finest of The boxes are 
green. Persian powder 
blue, sable-dyed 
light gray, 
soft, light green. Again spotlights highlight 
the scene, intensify the colors, bring out the 
sparkle of costume 


squirrel by mauve, silver 


tox by Russian caracul by a 


occasional pieces of 


jewelry spotted here and there throughout 
the exhibits. 
“Silk from Stevens .. . in the Newest 
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Loveliest Shades and Patterns. See our Spe- 
cials for the Week. . . It’s International Silk 
Week,” reads a smart black and white pos- 
ter in the store’s front window, where yard 


15 


goods swung gracefully over horizontal 


standard poles makes a gay and appealing 
splash of color to attract the passerby. J 
Pollari is display supervisor. 
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Christmas Symb 


—Bells, Yule logs, evergreen trees, angels—all the time-honored symbols Angeles. A modern touch is given through changing color patterns in 
of Christmas are skillfully used in this illustration of six of fourteen window each window, created by a "Color Blend'’ unit. Harvey C. Pettit is 
displays receiving similar trea'ment at J. W. Robinson Company, Los Robinson's display director— 
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LEADS IN THE 
DISPLAY FIELD 


Decorators everywhere have found Lamiluxe the answer 
to need for new and novel store and window decorative 
effects. 

IT’S TRANSLUCENT 


When backlighted, Lamiluxe gives a frosted glass effect 
because it is highly translucent. In addition to smooth 
surface, there are three fancy finishes. All available in 
white and 6 popular colors. 


LEADING STORES 
USE LAMILUXE 


for columns, pedestals, panels, 
plateaus, ledges, coves and fan 
shapes. They have found that 
their windows are “stoppers” 
when decorated with eye-com- 
pelling Lamiluxe creations. 
WAFLTONE 

This cellular glass effect pro- 
duced by deep-embossing of 
sturdy Lamiluxe. In white and 6 
popular colors. 


SEMI-PLEATED 
Lamiluxe is available in 
semi-pleated form that may 
be hand shaped to varying 
degrees of pleat-depth. 


Day and Night 
DISPLAY 


SEMI-FLUTED 
The semi-fluted style of 
Lamiluxe is shown at right. 
Lends a modern deluxe 
atmosphere to any display 
creation. 











Don’t Forget! 


$250°° 


in cash awards for 







best display ideas 






using Lamiluxe. Just 
send photograph. 








DISPLAY MATERIALS 








DISTRIBUTORS 
Boston, New England Decorators’ Supply Co.; Chicago, Display Paper Products Co.; Cincinnati, General Display Co.; 
Cleveland, Advertising Displays & Decorations; Danville, Earl W. Gasthoff Co.; Milwaukee, Artists and Display Supply 
Co.; New York City, Maharam Fabric Corp.; Minneapolis, Minneapolis Paper Co.; Philadelphia, Joseph E. Podgor Co., Inc.; 
Pittsburgh, Cappy and Co.; St.Louis, Garrison Wagner Co.; San Francisco, Herman Tunick; Seattle, R.L. Cunningham; Ft.Wayne, 
Acme Quality Paint Store; Montreal, Canada, Multi Products, Ltd.; Habana, Cuba, Alvaro de Regil, Manzana de Gomez. 


Product of RHINELANDER PAPER COMPANY, RHINELANDER, WISCONSIN 
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By De SAULT 





—Here is a Christmas ledge trim, 
and it should be remembered that 
the ledges are very important in 
putting a store into its holiday dress. 
The design is easy to make and very 
attractive. It is a ‘repeat,'’ and 
hence can be carried out to any 
length. The trees are in half cone 
shape, made of transparent or trans- 
lucent paper, and painted in various 
colors with red predominating. They 
are to be lighted from the inside. 
The wall treatment is blue with white 
stars, red candles, and silver halos— 

















—A Noah's Ark makes a nice aisle display, espe- 
cially appropriate for the showing of toy animals. 
The table is made in the shape of a boat's hull— 
and has shelving to take the place of the super- 
structure. A rail around the top of the shelving 
gives the effect of the bars of a cage, the animals 
of course being shown back of the rail. The shelv- 
ing and table top permit a very generous display 


of toys— 
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—This aisle table is built with slanting top in 
the shape of a roof. The sides are painted to 


represent bricks. Icicles hang from the edges. 


In the chimney can be placed a life-size figure 

of Santa Claus. This makes an excellent dis- 

play setting for Christmas slippers, skates and 

accessories, boxed stationery, games, and pack- 
age goods— 








—The sides of the "Crystal Cave" are cut from wall board or fir plywood 

in an arch effect and painted to represent crystals. In the upper corners 

are dark-toned jewels painted on transparent material, lighted from the 

rear. If flashers are used the jewels will attract more attention. This 

booth can be used to display Christmas glassware, mirrors, or jewelry, 
or it can be used to show toys— 
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Here are five sure ways to put new life and 


effectiveness into your displays for the holiday season: 


Gold and Silver Metallic Nu-trim, in rolls, for background, 
interior posts, pillars, case linings, etc.—Tape Mouldings, 
gold and silver, metallic for finishing touches—Nuz-edge, 
for unique borders in gold and silver metallic and bond 
in 18 colors—Metallic Stars for added sparkle and un- 
usual decorative effects—and Icicles in snow white Cor- 


rodek, a special Christmas item at a new low price. 


HERE’S THE FULL STORY ON SIZES AND PRICES: 





Metallic Nu-Trim per Roll Metallic Stars Per Box 
Gold, 25” x 25’ $3.50 3” Stars $ .40 
Silver, 24’ x 25’ 3.00 44” Stars .60 
Silver, 48” x 25’ 6.00 6” Stars .85 


Metallic Tape Moulding 8” Stars 1.25 


Gold and Silver, 1.x 50’ $.50 





Gold and Silver, 14x50’ .75 
Nu-Edge 


Bond, white and 
colors 23"'x25'$.30 


Gold and Silver, 2}'""x 25’ .75 


Corrodek Icicles 
9} x 25’, packed in individ- 
ual cartons 
Single roll $ .60 
Case of 12 rolls 6.00 








RUGATED 





Send for samples to Dept. D-10 


SHERMAN PAPER PRODUCTS 


CORPORATION 
Newton Upper Falls, Massachusetts 


MAKERS OF NU-TRIM AND OTHER COR- 
SPECIALTIES FOR DISPLAY 
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—Plaster decorative treatments, made in the store's own display depart- 
ment, set off the display seen at the upper left—by Del Heizer, Mabley & 
Carew, Cincinnati. . . . Ben Finkelstein, Ansonia de Luxe Shoe Shops, New 
The "Challenge" window 
A 35-foot sepia mural of an ancient tournament formed 
Two heralds stood at the right and left, and between 


them a knight in armor sat astride a rearing horse. . 


York City, is noted for his novel shoe displays. 
is no exception. 
the background. 
. . Indirect lighting 
played an important part in highlighting the shoes for evening wear at 





OCTOBER, £939 











the left, immediately above; by J. C. Nichols, for John Wanamaker-Phila- 
delphia, Inc. . . . At the upper right is an interesting setting by A. L. 
Squires, Gebhart-Gushard Company, Decatur, Ill. . . This is followed 
by an excellent display of children's shoes, by Karl Kneis, for Stix, Baor & 
Fuller, St. Louis. ... Hosiery in a particularly attractive setting is shown in 
the final display, by |. L. Joslin, The Herz Store, Terre Haute, Ind. Nice 
use is made of the manufacturer's display material and particular atten- 
tion is given to arrangement and neatness— 








9 OCTOBER, 1939 BISsSPLAY WoRLE 21 


SAY MERRY XMAS 


with striking Douglas Fir 
Plywood displays like these! 


yy In the mad scramble of Christmas decorating, you need a 
material that works easily ... that takes any finish ... that is 
strong but lightweight. The best and most versatile board you 
can use is Douglas Fir Plywood, which is real lumber engi- 
neered for greater size and strength. Plywood builds damage- 
proof displays of all sorts ... holds nails and screws right at 
the edge ... can be re-used over and over again. 





Ww lhove: This clever Christ- 
mas Candy Cart, designed by 
Guy Malloy, Numan Marcus 
Co., Dallas, Texas, is a 
“natural” for Douglas Fir 
Plywood. The simple, sturdy 
wheels can be cut from one 
panel of this split-proof lam- 
inated lumber. 


7 


~ & te hn dr 


vy Left: The Victorian influ- 
ence is dominant in these beau 
tiful windows designed by 
Barney Machon for Charles 
F. Berg, Inc., Portland, Ore- 
gon. The backgrounds, the 
valances and the lovely scroll- 
work ... all are Douglas Fir 
Plywood. Why not try this 
scrollwork idea in connection 
with your Christmas displays ? 
You can use plywood with 
contidence because it won't 
break or crack during jig- 
sawing or afterwards. To get 
the best effect, use 4” or 
3) ‘- thickness. 


DOUGLAS FIR 
7 yy Every grade of Douglas Fir Plywood is now “grade trade- PLYWOOD 
marked”. PLYWALL—Douglas Fir Plywood wallboard — ~ 

is the grade most frequently used for backgrounds cut-outs, etc. ss 
EXT-DFPA—the grade made with water-proof glue—is Peal timber 


weather-proof and ideal for all outdoor displays and signs. MADE LARGER. LIGHTER 
’ 
Convenient sizes up to 4 x 8’ and a complete range of thick- SPLIT- PROOF 


in eee RED 








nesses. Order today from your lumber dealer. STRONGER 


vy Left: Action displays like this one built 
by Foster & Kleiser in Seattle, Wash., are 





: seen and remembered. The revolving wheel 
: containing the peach halves that seem to 
od fall from the can and the streamlined base 
& of this display are both EXT-DFPA, the 
= exterior grade of Douglas Fir Plywood. 

ce For more information about plywood, 
n- write Douglas Fir Plywood Association, 





Tacoma Building, Tacoma, Washington. 
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“R.S.V.P. To The R.F.D.” 


With fall coming to the new scenic drives 
and state parks throughout Virginia, it was 
decided by Thalhimers, Richmond, to base a 
storewide promotion around the demand for 
sportswear for use in rural autumn activities 
such as the final round of parties before 
returning to the city for winter, harvest 
balls, possum hunts, and long rides through 
gaily painted landscapes tinted with the 
crispness of the change of seasons. The 
promotion was entitled “R. S. V. P. to the 
R. F. D.,” meaning, of course, “Repondez 
s'il vous plait” to the rural. 

W. T. Munford, display director, designed 
the window and interior displays which did 
so much to insure the success of the pro- 
motion. Every effort was made to secure 
as much local color as possible for the series 
of settings, and the use of natural foliage 
and the like came in for extensive use. 

Three of the window displays are illus- 
trated. The first is of a “Hay Ride” setting, 
built against a solid blue background. Lan- 
terns, pumpkins, an old-fashioned cart, 
pitchfork, and the like gave the necessary 
rural atmosphere. The show card in this 
window, as was the case in the other dis- 
plays, took the form of a large parchment- 
like sheet with bold lettering done in orange 
on a dark background. Copy was kept 
brief, as, for example, “Hay Ride—across 
the October landscape.” 

Next is shown the hayloft of a barn as a 
background for the “Barn Dance.” <A bass 
viol, jugs of cider, and piles of ripe apples 
and pumpkins were placed on a heap of hay. 
\n unfinished ladder and a simulated hay- 
mow completed the setting. 

This is followed by a display in which two 
figures are pictured on an “Opossum Hunt” 
against a background of corn stalks, rail 
fences, and fall foliage. Deep blue light 
flooded the background. The mannequins 
carried lighted lanterns which shed a warm 
glow on the merchandise. Fall leaves cov- 
ered the floor of the window. 

Another of this series of windows its illus- 
trated on the cover of this issue. Entitled 
“Harvest Supper,” it made use of much 
the same display props as discussed above. 

Working out the detail in connection with 
the atmosphere of the series of displays 
largely made up the success of the windows, 
according to Munford. “The background 
lighting was secured with the use of cyclo- 
rama backgrounds, the merchandise being 








lighted in true color from the lanterns,” he 
explains. “The interior displays were 
worked out in each department to meet their 
needs. In some departments, the air of a 
county fair prevailed, with fruit jars filled 
with the season's high colors and labeled as 
‘plum,’ ‘apricot, and strawberry.’ 

“This ‘R. S. V. P. to the Rural’ met with 
such customer success and was worked out 
in such a storewide manner that we plan to 
repeat it with an ‘R. S. V. P. to the Coun- 
try’ in the early spring.” 


—Autumn fruits and foliage were the impor- 

tant properties used by W. T. Munford, Thal- 

himers, Richmond, Va., in this series of displays 

playing up a storewide promotion which called 

on shoppers to "Answer to the call of the 
Rural''— 
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MAX FLEISCHER 


draws “GULLIVER’S 


WIN 








. . . think what 


you could do with 
Lumarith in your 


display work! 


a of Jonathan Swift! 
Vivid as the venerable Dean’s 
imagination undoubtedly was, he 
would still be flabbergasted by 
Max Fleischer’s full-length cartoon 
comedy, “Gulliver’s Travels.” 
It’s coming to your local theater 
soon and it’s all done with 
Lumarith. The colorful charac- 
ters, the three-dimensional effect of 
the beautiful backgrounds... all 
were drawn. then photographed, 
on transparent Lumarith sheets. 
Fascinating? Certainly. But it’s 
only an example of the display 
possibilities that Lumarith pre- 
sents. In sheets, rods, and tubes, 
Lumarith has a color range as 
wide as the spectrum—and an 


REG. U.S. PAT. OFF 


even wider range of applications. 
It combines dramatic appeal with 
intensely practical features. It 
does not shrink or wrinkle. It is 
water-repellent and it cements 
easily and firmly. It is light in 
weight, odorless, and washable. 
You can bend it, carve it, emboss 
it, machine it, pleat it, stitch it, 
print on it. It is slow-burning 

usually referred to as non-inflam- 
mable. Made by the founder of 
the plastics industry, Lumarith 
is available through a_nation- 
wide dealer service. Celluloid Cor- 
poration, 10 E. 40th St., N.Y.C. 
Established 1872. Sole Producer 
of Celluloid and Lumarith. 
(Trademarks Reg. U.S. Pat. Off.) 
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LUMARITH TRANSPARENTS now available in rolls 40” wide 


: Si tek sses: e@ Clear transparent in four thick- 
Color and Thic knesse nesses, 5/1000, 10/1000, 15/1000, 


20/1000 
e@ Transparent Christmas red in 








e Lumarith in colored 


opaques, translucents, a we 
Sh amd pearls is available Rolls _L sendin ae . . 
eets : ae e Transparent Christmas green in 
in all thicknesses, 10/1000 thickness 
20" x 50” sheets only e Transparent Christmas gold in 


10/1000 thickness 
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The very life of retailing depends on its 
ability to keep abreast of the times and 
foresee future trends. Changing merchan- 
dising methods, changing fashions, changing 
public tastes and buying habits are vital 
considerations in the successful conduct of 
Almost without exception, a store 
is as modern as its local customers justify. 


business. 


However, a store's first thought must be to 
please the tastes and whims of its particular 
class of trade. Geographical location, size 
of city, and tastes and buying habits of the 
community must guide in a wise choice 
between the traditional or modern Christmas 
display theme. Obviously, a Fiith avenue 
treatment would be calamitous in Podunk. 
\s display merchandisers we use as modern 
a Christmas theme as we feel will “take” 
with our trade but avoid “shooting over 
their heads” in our enthusiasm to create 
something new and unusual in Christmas 
display. 

Whether a traditional, modern, or semi- 
modern theme is chosen, the centuries-old 
Yuletide symbols must definitely permeate 
every holiday display to breathe into it the 
true spirit of Christmas If the 
customers are rather old-fashioned in their 


ste yre’s 


ideas about Christmas, nothing less than a 
rotund Santa, his reindeer, holly, and the 
traditional red and green decorations will 
meet with their approval. If the = store’s 
trade is more modern, a streamlined Santa 
and a dexterous application of the light 
touch to the old 
symbols will prove the proper Christmas 


imaginative Christmas 
appeal. As a rule, it is easy to determine 
the extent of modernity that may be used 
and still come within the bounds of good 
taste in keeping with the store’s “person 
ality.” 
In any 
motif must be originated and executed in 


event, a fundamental seasonal 
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By GEORGE H. WAGNER 
J. L. Brandeis Company, Omaha 


several designs suitable for various types 


of merchandise, as well as style and pro- 
This enables the related 
motifs to be carried through the entire bat- 
tery of Christmas displays, and avoids the 
when 


of 


motional displays. 


resulting 
group 


often 
appear in a 


effect too 
motifs 
holiday displays. 
With a dramatic 


jumbled 
unrelated 


barrage of 


Lack 


center around a definite theme. 


holiday displays. 


= 


1 
‘4 
4 


raditional vs. Modern 


seasonal 
eventfulness, we strive to start the Christ- 
mas selling season off with a bang. We 
plan ahead to have the window, depart- 
mental, and complete interior decorating job 
of 
correlation is too often the jarring note in 
We make gayety and the 


sw ® Oe 





OCTOBER, 1939 


joy of giving the keynotes of our Christmas 
merchandising approach to excite consumer 
enthusiasm in buying gifts as well as 
apparel for wear during this festive season. 

The personal appeal is likewise a sales- 
worthy Christmas approach. Holiday shop- 
pers usually are trying to select a gift to 
suit the taste of some specific person. Their 
chief concern is a gift to please the recipient. 
Displays planned to help the shoppers solve 
their perplexing gift problems quickly win 
customers’ praise and the bulk of the holiday 
patronage. Usually best results are accom- 
plished in this type of window by featuring 
only one kind of merchandise in order to 
exploit fully its appealing qualities as a 


personal gift. In the display of gift slippers, 
the appeal is the lasting comfort some 
person on the gift list will derive. Variety 
is shown to please the most fastidious tastes. 
The brown satin background with silver 
stars, the shoes displayed on a chrome ring 
curtain, and the brown and silver modern 
Christmas bouquet all serve to take the 
slippers out of the conservative gift class 
and make them an appropriate present for 
the swankiest modern on the list. 

In a sale of Christmas ties, as illustrated, 
the background displayer is of white wire 
frame against a blue curtain to give a 
“window” effect and to afford display space 
for many ties. A white duvetyne covered 
panel spotlights the wall board Santa Claus 

We endeavor to have all departments and 
the whole interior as virile with Christmas 
atmosphere as the windows, and feature 
merchandise spotlighted and steeped in 
Christmas glamour. Every display mer- 
chandising effort is bent on centering Christ- 
mas shoppers’ attention on specific merchan- 
dise, as well as promoting the store’s pres- 
tige as a gift center. 


























































































‘Here is'the most. bes 
‘mostuseful li ty 3 
are some; of ‘th 


2 Velie bnaindl ‘ean ~~ "106 
won't fingér mark. ° 


: 3, Special base —'some hk af ica 
“fot extra-easy) laminating a 
| 4. Authentic colorings. 
: \ 5. Wide range and gtadation of iejibcig! ae 
| 6. Amazingly low prices — some papers selting h 
‘for as little as 50c a roll; 40” wide, 25 ft. ong. 


COVERAY 


“WOODGRAIN | 


' Authentic repro- 

| ductions of actual & 
wood panels. | 
(Background of me ALL-PURPOSE 
this page is one © 

example). Some , .f: mh ’ MATERIAL 
numbers on a ;) 8)¢)4) & ; ; a7, ee ‘ i is . FOR 
baked-enamel fin- >) 4 i 1% fi ; 7 

COVERING 





ish — 100% wash- 


able. All printed | iP Et) ay Fay i eek i) tee HEN eo) re we 
| in washable inks. nig sy figet + ha Mesh RE tan. 
Unusually wide — }, 1 ie ivan.” ssl eee tk ts LINING 


40 to 48 in. 25-ft. 
rolls—$1.50-to 
$2.00 roll. 


- he mee RED 
= iis, “ COVERAY | 
* MODAY | Bh ie pistol fl 


| grease-proof, resistant 


‘ LAMINAY I 


BOOK I 
Specially constructed 
paper with a velvet 
paint finish—has all ad- 
vantages of paint plus 


speed—no drying time | 


needed—particularly 
suited for pasting or 
laminating—27 gor- 
keous colors. Large 
size 40” wide by 25-ft. 
long—$1.50 to $1.95 
rer roll. 


¥ Distributed by Lead- 
ing display houses and 
paper merchants every- 
where. Some territories 
open—distributors 
write to CLOPAY, Cin- 
cinnati, Ohio. 


BOOK II 


An unusual and out- 
standing line. Patterns 


already painted on a & 


paper base. Solve your 
display worries with 
these pre-fabricated de- 


signs—100% washable —a 


—and velvet paint fin- 


ished. Stripes, polka 


dots, lace effects. 25-ft. 
rolls—$1.75 to $1.95. 


Exceptionally low 
priced. Wide range of 
colorings and interest- 
ing fabric effects. Splen- 


| did for background and 


general use. Most all 


| numbers 40” wide, 25- 


ft. rolls—50c to $1.10 
per roll. 


am Be a 


to practically all stains. 
Ideal for covering table 
tops, counters, shelves, 
window floors. Its 


fh wearing qualities will 


amaze you. Usefully 
wide ... 48” by 25-ft. 
rolls — from $1.50 to 


mm $2.25 per roll. 


2 { f ! ’ 


FREE SAMPLES e MAIL NOW! 
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From the day when Salvatore Dali's paint 
ings went on view in New York City a few 
years ago, displays in various cities have 
at times reflected something of the surreal 
touch. Ranging all the way from the utterly 
bizarre and macabre, as seen in some New 
York City windows, down to the faintest 
hint of surrealism, they have almost always 
created a great deal of comment from the 
public. 

A number of displaymen have made use ot 
what might be termed “modified surrealism 
in which enough of the weird art is retaine: 
to give a dash of the exotic to the settings 
Among them is Richard A. Staines, display 
director, Vandever Dry Goods Company 
Tulsa, who recently designed a group ot 
“modified surrealism” windows as a tie-1 
with “Modes of the Future.” 

As Staines describes the displays: “Ou 
main objective was to show Tulsans_ thes: 
figures that had made such a sensation at 
the Golden Gate International Expositior 
and in New York City. These displays 
were on view for one week and the con 
ments and crowds which they continuous! 
attracted were more than gratifying 
doubt if there is a person in the city ot 
Tulsa who did not see them. Upon publi 
request, we left the lights on in the win lows 
until midnight so people going to the the 
atres might view them. 

“In the window (first photograph) where 
the surrealist lady reclines, gazing at th 
huge glass bowl containing the complet 
accessories to go with the dinner dress sus 
pended in the background, special lighting 
effects were used. She is lying on an elec 
trically lighted box covered with a larg: 
plate glass lighted from within. This box 
is seemingly suspended in the air by a gol 
tulle net; at the bottom of the window this 
same color netting is draped in a cloud on 
wave effect. The metallic dinner dress is 1 
shades of gold with faint touches of red, as 
are the accessories. Amber colored spot 
lights were placed so as to light the dress 
and parts of the net, accenting the beautiful 
tones. \ colored automatic spot was fo 
cused on the back of the figure, making it 
change color in an interesting manner. 

“The piece-goods display was lighted by) 
two spots to bring out the draped figure and 
the autumn decoration placed inside the wir 
spiral. The colors of the material were re 


and black, against a background of whit 
with terra cotta. A seamless display pape: 
was used for the center panel. 

“The millinery display shows a surrealist 
head inside a large hat and surrounded by 
gloved hands. Hat boxes with the hat o1 
top of the lids are shown on a cloud effect 
created by a drape of tulle net. The Iiat- 
were black, the net in a rather dark blue 

“The figures were finished in a greenis! 
color, somewhat similar to moss green. 1] 
arms and legs were of spiraled ‘Lucite. ” 


—lllustrated are three of a battery of “modi- 
fied surrealism’ window displays by Richard A. 
Staines, Vandever Dry Goods Company, Tulsa. 
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| TALK 


(WITH NATURAL MOUTH ACTION) 


| HEAR 
| ANSWER ouestions 





THE "MYSTERY TALKING SANTA" 


This ''Mystery Talking Santa" is developed by applying the principle 
of the two-way intercommunicating system. The mouth action is 
—_ regulated by relays set up by electrical impulses; the same as the 
"Voder'' used in the New York Telephone Building at the New York 
World's Fair. The cost is $110.00. 110 Volt A. C. or D. C. 

3' 6" High. Velvet and Plush Suit. Real Boots and Whiskers 








TIME 1S SHORT—ACT FAST 


BLISS DISPLAY CORP. 460 west 34 sT., NEW YORK CITY 
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TINSELLED STAR 
BACKGROUND 


















Background Treatment 


AVAILABLE IN BRILLIANT SEASONAL COLORS 


SILVER RED SILVER 
STARS oe B L U E | . STARS 


ONLY 
ON 


ONLY 
ON 


GREEN 
IN ROLLS — 9’ WIDE x 18’ LONG < IN ROLLS 


SHIPPED IN CARTONS m= EASY TO ERECT om READY FOR USE 


PRICE $10.75 Per Roll 


BLISS DISPLAY CORP. 460 west 34 st., NEW YORK CITY 
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Display Studio Problems 


Klock and flocked tinishes have in recent 
years become a major item not only in the 
industrial field but the display and advertis 
ing field as well Klock tor 
fects in the display department of the retail 
well known, and will 
detail, but from the 
studio flock also offers 


unusual ef- 


store is already fairly 


be discussed in more 


angle of the display 


an added market which most studios have 


reached before. 


hnevel 

Schools, colleges, athletic clubs, bowling 
teams, fraternities, and a host of similar 
organizations compose this market. Foot 
ball, baseball, and basketball teams must 
have their insignia and numerals on their 


outfits, for example, and there is probably 


no medium so satisfactory for this as flock 
Phe same applies to sott ball leagues, fac 
tory teams—literally dozens of organizations 
in vour city who will welcome the novelty 
and attractive appearance which flocking can 
outhits \ little effort on the 
studio's salesmen should result 


added 
the display 


give to thei 
part ol the 
business 


in a handsome amount. ot 


which has not been touched by 
organization before 
In this article the 


briefly, and the 


nature of flocking will 


be discussed methods of 


ipplying flock to various articles will be 
COVE red 

Klock is a fibre or thread of various 
lengths, made of wool, cotton, or rayon. 


In the better grade of flock the lengths are 
regulated by machine, as the cutting is done 
on precision-type The 


cheaper flock is of imperfect lengths, being 


special machinery 


XIV. AN ADDED MARKET 


By BERT ZAHN, Sales Manager, 
Graphic Arts Division, 
The Sherwin-Williams Company, Cleveland 


either beaten or cut on a. series of knife 
blades in a cross-section cut. 

Klock is used on various surfaces such as 
the bases of vases, novelties, and the like, to 
Also it can 
backs, 


jewelry boxes, music cases, Cameras, radios, 


furniture. 
mirror 


prevent scratching 


be used on = mirrors, toys, 
book covers, athletic and dress goods, hats, 


baskets, display fixtures, mannequins, de- 
calcomanias, signs, ete. 

For the displayman with vision it offers 
Various window fix 
that 


with flock 


immense possibilities. 


tures and display furniture have be 


come shabby can be refinished 


preferably wool or cotton—to give a beau- 


tiful, soft, smooth finish and color. Many sea- 
windows or interiors can 
then 


holiday 
built, and 
Valances and drapes and even floor 


sonal or 


be designed, finished with 
flock 
patterns can be done with this method. 

are three ways of applying the ad- 
flock. | he 
paint, preferably in the 
flock. 


screen 


There 


hesive for the adhesive is a 


synthetic type of 


same color as the The application is 


done by spraying, process, or by 


hand For large or complete surfaces, 


spraying is suggested and the adhesive 


should be thinned to spraying consistency 


with varnish—not liquid reducers. This is 


to prevent penetration. In using screen 


process, various methods may be used and 


these will be described later in this article 


The last way is by hand, and is limited as 
to its 


uniform, even film ot adhesive. 


uses since it is impossible to get a 


The flock is applied to the adhesive with 
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a special type of gun, or is dusted 
sifting it through a flour sifter. On 


as sweat shirts, sweat 


spray 
on by 
athletic goods, such 
ers, and the like, where designs are used, the 
article is rubbed over a “bumper” o1 
“spanker” bar (see Figure 1) which gener 
ates static electricity and causes the flock, 
which should be rayon tor this purpose, to 
stand on end. This gives a deep nap surface 
In preparing the silk screen for the flocked 
reproductions it is always best to use a 
heavy paper stencil instead of the film type, 
as it will then place a thicker, heavier film 


ot adhesive onto the surtace. This gives 


[Continued on page 54) 


—At the left are typical examples of how 
flocking can be employed on school pennants, 
athletic shirts, fraternity cushions, and the like. 
In the Dartmouth pennant, for instance, the 
head and background for the name are in 
flock; the reverse is true for the Illinois banner, 
the design and name being in flock against 
a dark background— 
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A High Spot From 
SCHACK’'S 


Xmas Catalog 


Crysta & Foil Poinsettia Unit 


Most attractive Spray of giant poinsettias and giant leaves 
made of silver faced foil overlaid with sleeves of shimmering 
Crysta material. Poinsettia has silver berry center. Vase is 
of white painted plastic. Height overall 72 inches; spread 
55 inches. 


A6|58 Complete $18.80 
Flower Spray only. Each 10.80 
Vase only. Each 8.00 


This is only one of the many beautiful modern dis- 
play units contained in our new Christmas issue, at 
prices as low as $2.00 per unit. 


Yes Sir! Schack I8 Back! 
BE SURE TO SEND FOR CHRISTMAS CATALOG 


SCHACK ARTIFICIAL FLOWER CO. 


CHICAGO, ILL. 319-327 W. Van Buren Street 
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amp CATTY- FOIL-PLEAT 


MULTI-PURPOSE DISPLAY MATERIAL 





SEAMLESS PLEATED LENGTHS ALL 8’ HIGH 
BEAUTIFUL XMAS-FOILS _ FOIL PAPER 


MOUNTED ON A HEAVY PLEATED BASE 


BLUE — SILVER —GREEN— AND RED FOILS 
Ideal for Xmas Backgrounds, Pillars, Ledge, and Store Interior Displays 


SPECIAL LOW PRICES 


8’x7'7” LONG—SEAMLESS LENGTHS - ____ $4.90 LIST PRICE 
8’x9’6” LONG— a ol eS 
8’x10° LONG— " | = iglesia atone $6.50 LIST PRICE 
8’x12’ LONG— 7 i. ee Se 


JOBBERS TERRITORIES OPEN 
WRITE FOR SAMPLES AND ATTRACTIVE DISCOUNTS 


H. D. CATTY CORP. (Display Division) 161 6th Ave., New York City 
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Cards Ihat breathe 
The Holiday Spirit 


Kusber's 


is undoubtedly one ot 


L Department 
Store, Jackson, Tenn., 
foremost 


versatility in 


Summerton, 


writers. 
lettering 


the country’s show card 


His cards have a 


design, and execution which 
This group of win- 
dow posters, made especially for DISPLAY 
WORLD, fairly breathes the holiday spirit. 

While color is used in protusion in most 
occasionally con 


hue. 


style, layout, 


makes them outstanding 


of Summerton’'s cards, he 


fines himself to several shades of one 
For example, the simple scroll which reads 
“Kisber’s—Gift Headquarters in Jackson” 
has the lettering done in dark brown on a 
stock. The shading at the 


in two tones of light 


cream  ¢ olored 


edges of the scroll 1s 


brown 
The reverse is true ot the “Be Thrifty” 
card. Greens, reds, vellows, and black make 


up this highly attractive poster. The canny 
Scot who raises an admonitory finger 1s clad 
in the familiar plaid, done in tull color. The 


holly 


wreath is in green and red, of course. 


' 
' 
‘ 


The lettering is in black, with the exception 
ot “Scotch Plaid” which is in red. 

Another of the “monotone” cards is seen 
at the upper right of the illustration. Black 
and grays are the only pigment used. The 


Doric column is shaded in hght gray, with 
the man’s figure in a slightly darker tone. 
Bold touches of black furnish dramatic con 
trast in the suit and face. The lettering is 
in black on a pure white background. 


Plenty of color is found in the card which 


reads “Give Hosiery this Christmas.” The 
card stock is a rich cream. The word 
“Christmas” is in red-brown, with the rest 
of the lettering in black. The wreath 


and berries, the leaves being 
-one bright, the 


has a red bow 
done in two shades of green 
other an olive green. Here again the versa 
tility of Summerton ts exemplified: the girl's 
figure is done entirely in water color pencil. 
The hair is brown, the hose in beige, and 
the undergarment a delicate pink 

\ handsome St. Nicholas in the traditional 


red and adorns the next card, or 


which space has been left for desired copy 


green 


The fur decorations and the beard are done 
in a only departure fron 
the red and green motif. While it does not 
in the photograph, the mittened hand 
its outline so that ar 


warm gray, the 


show 
has been cut around 
other card can be grasped by Santa Claus 
for example, the scroll described above 
Puritan simplicity rules the design of the 
final card, in keeping with the Thanksgiving 
theme. The figure is done in black, outlined 
with a light gray. 
with the exception of the 
at the beginning of the copy, is the huge 


The only spot ot color 


small red star 


golden brown turkey apparently steaming 
hot from the oven, bedecked with gree: 
sprigs of parsley around the edge of the 


platter. The dress makes a natural frame 
ior the Copy. 

\nother group of Summerton’s distinctive 
show cards will appear in the Novembes 


issue of DISPLAY WORLD. 
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Sale Of Birdseye 


ls Announced 

The sale otf the Birdseye Electric Com- 
any to B. E. Sales Corporation unde: 
terms of a purchase agreement entered into 
\ugust 11 has been announced by Clarence 
Birdseye, president. The new corporate in- 
terest is officered by executives thoroughly 
experienced and successful in the manage- 
ment of large and diversified business enter 
prises. 

Theodore Serota states that the new cor- 
poration will continue the same general 
policies formulated by the Birdseye Electric 
Company. W. R. Freeman will remain as 
general sales manager; B. McRonald_ has 
been appointed Midwest sales manager, with 
headquarters at Chicago; S. Herst has been 
appointed West Coast sales manager, with 
headquarters at San Francisco; the entire 
sales promotion, office, and key operating 
force will also continue intact. Birdseye 
will not be active in management, but is 
expected to continue in a consultant capac 
itv. The B. E. Sales Corporation home 
office is at 100 East 42nd street, New York 
City. 

Graham Lewis Returns 
To Military Duty 

Graham Lewis, president, Lewis Display 
Materials, Inc., New York City, is prob- 
ably one of the first American displaymen 
to feel the touch of the new war. Lewis has 


already left for service as a major with the 

Canadian army and expects to be in France # 

within a few months. Lewis Display 

Materials, Inc., has been turned over to his e 





associates in the interim, who will operate 
the business as usual. 

Lewis comes by the army tradition hon- 
estly. His great grandfather was General 
De Salisbury of early American historical 
fame. Lewis, himself, is a graduate of the 
Roval Military academy at Kingston, Ont 


It is smart to do as others have done when it is a question of making 
money. 


—That is why you should use cutout displays which have proved to be 
the most effective means of turning lookers into buyers. 





Universal Display Moves 
To Larger Quarters . —That is why you should use the CUTAWL, the high speed cutting 
Beings Re ener a ae machine used by leading displaymen everywhere to make their sales 
stn Mnoaitell ae GUN Ciiicaiia steal: ‘ateimiline producing cutout displays quickly, easily and economically. Our 32 
to Frank Solomon, owner of the twenty page catalog describes the machine and shows many examples of 


vear-old_ firm. beautiful cutout displays. Send for it. Use the convenient coupon. 


OUR PAY-AS-YOU-EARN PLAN 


will enable you to get a Cutawl AT ONCE 
and pay for it in easy monthly payments. 


INTERNATIONAL REGISTER CO. 


13 South Throop St. Chicago, Ill. 


Co-Operative Displays 
Issues Literature 

\n interesting circular describing a num 
her of the firm's “Vision Craft” industrial 
lisplays has just been released by Co-Op 


erative Displays, Inc., 333 East Eighth street, 
Cincinnati. A copy is available on request 


Irving M. Sussman 
Promoted By Scott 

Irving M. Sussman, who has been assist 
int display director for Scott Furriers, Bos- THE K9A CUTAWL MAIL THIS COUPON TODAY 


ton, has been appointed display manager for 


the five branch stores for New England 





INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 
Gannaway Heads 


Without obligation Your Name 
Ward' g 
ard " Department : please send me: 
For ten years with Montgomery Ward & Company Name 
o., George Gannaway has been appointed [] Cutawl Catalog iitiiades 
iisplay manager for the company’s Gary. 7] Details of Pay-As-You- 


nd... store Earn Plan City State W 10-39 
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Here and Ihere 


\ goodly 
come out of the 


number of novel display ideas 


New York World's 


Fair, and many of them involve the use ot 


have 


plastic materials in new and pleasing forms. 
The Firestone Tire & Rubber Company’s “bal- 
loon man” calls attention, for example, to the 
exhibit of Firestone custom-moulded plastic 


items in this company’s building at the fair 


using display material of plastic to call 


attention to plastic manufactured objects. 
The unusual feature about the brightly col- 
that made of 


Monsanto cast phenolic plastic in the form 


ored balloons is each is 


of a large disc about 33 inches in diameter 


and 2 inches thick. Each disc weighs more 
than 21 pounds, but, despite this weight, the 
fact that all supports for the plastic discs 
are invisible gives an effective optical illu- 
The 


other for 


sion of a bunch of floating balloons. 


discs are superimposed on each 
a greater effect of depth for the background 
f the display. 


At the top of the center column is a photo 
graph of one of several unusual “snow girl” 
Ransohoff's, San Fran- 
Fulton 
“Our snow people proudly displayed ski and 


displays as used by 


\s described by Miss Roine 


CISCO 


accessories The windows 


sports were 
frosted over with a mixture of Epsom salts 
and stale beer. Untoasted cornflakes cov- 


ered the floor 
people were made ot holly leaves. The girl's 


The ‘evelashes’ on the snow 


mouth was formed by three cranberries. In 


a companion window a snowman had a 
champagne cork for a nose.” 

One of the many interesting displays used 
Motors Corporation for their 
mammoth exhibit at the New York World's 
Fair consists of an inverted cone bearing a 


group of photographs showing some of the 


by General 


which 
Motors 


illustration 


various sections of the world trom 


come the materials used in General 
processes Phe 
effect of this 
might be 


manutacturing 


shows the general revolving 


cone, and. it mentioned that a 


number of them are in use in the company’s 


{! 
Fires, 
pLASt!! 


Latest mutt 


von aut anpuical! 








KEG 


MEK. 











building. The = spiral photographic 


parency of this display 1s made from trans- 


lucent Bakelite laminated (Lamicoid) illum 
inated from within. 
grouped at the base of the 


whole effect is one which carries 


—It was inevitable that plastics should come to 
play an increasingly important part in display, 
but it can not be doubted that the ideas in- 
troduced at the New York World's Fair did 
much to stimulate and hasten such use. Here, 
for example, are two displays (at the left and 
immediately above) which made effective use 
of plastics. The balloons seen in the Firestone 
unit were made of Monsanto cast phenolic 
plastic and weighed more than 21 pounds 
each; each disc was approximately 33 inches 
in diameter. In the inverted cone of the Gen- 
eral Motors exhibit, the spiral photographic 
transparency was made from translucent Bake- 
lite laminated (Lamicoid). . .. The other two 
displays are from Ransohoff's, San Francisco. 
The figures of the angels in the display at the 
right were done by a well-known wood-carver, 
Peter Macchiarini— 


trans- 


Miniature buildings are 
unit, and the 


the eve 





irom the large circle at the top down 
through the spiral to the manufacturing 
plant at the base—graphically illustrating 
the accumulation of materials from all over 
the world and focusing them on the factory 
The photographic transparencies are done in 
full color. The entire unit is lighted by 
louvered spotlights trom above. 

In the lower right hand 
page is seen another display 


corner of this 

from Ranso- 
hoff's, the window being given a humorous 
treatment. “This 
slogan,” says Miss Fulton, 


scene carried out our 
“of ‘Be an Angel 
and give the gift that comes in the Ransohoff 
box. Three small angels with brightly 
painted faces and soft yellow’ hair 
made for us by the noted woodcarver, Peter 
Macchiarini. 
marabou 
brother 


were 


Two of them in = a_ pink 
their 


organ 


while 
them on. the 


cloud were 


accompanied 


singing 


The angels had blue marabou wings and 
wore white flannel nighties. Organ music 
floated softly into the air from an open 
window directly above the large window. 


We used an excellent public address system 
so that the musical reproductions were very 
Stars placed on the brilliant 
blue carpet across the front of the window 


clear. were 


to display small gifts.” 


Display Prizes Offered 
In 'Garterite'’ Contest 

Westminster, Ltd., 
New York 


window 


Kmpire State building 
sponsoring a national 
“Garterite” 
The first three cash awards will b. 
$100, $75, and $50, with $10 
next twenty best windows. 
of S10 will be 
twenty 


City, 1s 
display contest for 
socks. 
each tor. the 
\ further award 
made for the best display in 

state 
must reach the firm at the above address not 
later than November 1, 1939. Westminstet 
will pay $5 for photographs 


each of groups. Photographs 


submitted 


whether or not a prize is won. 
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UPSON PRODUCTS 


That Are Famous for Getting Display 
Men Out of Last Minute Jams!.. . 


UPSON REDIPREP 


No messing around with paint—no waiting for paint to dry 
no “pulling up’”’ and bleeding of water colors—no exasperating 
edge-painting on cut outs. Rediprep is all set for use, scientifically 
produced in black and white, silver and gold—and 14 alluring colors 
especially created for display needs. Saves cost of painting and long 
delays in drying. Helps you to get work done on time, saves you 
money. Enables you to interpret your ideas with more punch, 
style and smartness. Try out a few panels in harmonizing or con- 
trasting colors. 


A COMBINATION 
YOU CAN'T BEAT 


Rediprep and Easy-curve!—-what a -- 
combination to speed up display plans , 
and construction. Get both from your : 
lumber dealer—and ask him about other ' 
Upson products that solve problems and | 
save money for display men. ' 

' 
' 
' 
i] 
' 
' 
! 


THE UPSON COMPANY 





tOcK PORT. NEW YORK 
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UPSON EASY-CURVE 


Roll your own curves and columns—and save money with Upson 
Easy-curve. So flexible it easily curves to 6 inch diameter and up 
Perfect for curved backgrounds, canopies, pillars, plateaus, flutings, 
““S”? curves, reverse curves—any kind of curves! No longer need 
you limit your ideas to pre-formed shapes—and pay a premium. 
One side superbly smooth, the other embossed with a pebbled 
finish. The color is natural ivory. Takes either oil, Tempera 
paints or lacquers. Get a few panels. Their many uses are inspiring, 
the money they save is amazing! 


FREE! This --See for Yourself” 
Demonstration and Color Kit. 


THE UPSON COMPANY. Lockport, N. Y. 
Rush me the kit of Rediprep color samples and 
literature on Easy-curve. 


Name 


Company 
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HERE’S THE SOLUTION TO YOUR CHRISTMAS WINDOW DISPLAY PROBLEM 











“THE COLE SYNCHRONIZED DISPLAY TRACK’”’ 
Two ‘0’ gauge trains—any make—run simultaneously 
on this endless spiral track in mystifying synchronization. 


USE ONE OF THESE 
TRACKS 


as a counter demon- 
strator, too. Occupies 
only 48 inches. Gives 
an instant, convincing 


demonstration of any 
“0” gauge train. It 
will triple your train 
and accessory — sales 


and will make your toy 
department the mecca 
of all youngsters. (The 


grown-up ones, too.) 


ee 


General Specifications—Base 48”, edge aluminum trim. Upright 
‘s” maple with chrome effect. Cross-ties (nearly 500 used) 
selected wood, oil-dyed beaver brown. Rails special polished cold- 
rolled steel in continuous lengths. No joins—no loose connections 

no trouble. Length of trackage about 50 feet. Foolproof, syn- 
hronized control built into the rail circuit. Absolutely trouble- 
proof! Speed control by transformer and by rheostat built into the 


DICK COLE - - - 


” 
posts 16 





2600 CORRALITAS DRIVE - - - 


This unique display stops every passerby compels 
the interest of young and old. It will make your store 
the headquarters of Christmas toy buyers. 


ACTUALLY COSTS 
YOU NOTHING! 


100 ot 
plays were 
California last 
and in most cases were 
bought by model rail 
enthusiasts toi 


these dis 
used in 


Q)vel 


season, 


road 


post-Christmas  deliv- 
ery. Some merchants 
raffled their display 
track on Christmas 


eve through medium ot 
slips. \ll re 
Christ 


sales 
ported bumper 
mas business 


we 


no overheating. Operated 


Trains rest while coasting 
by ordinary train transformer. 


structure. 


with built-in 


PRICE—One only Cole “0” gauge display track 
Los Angeles 


rheostat and synchronized control, F. O. B. 

$65.00. Shipping weight 70 Ibs. 
TERMS—$15.00 with order, balance C. O. D. Order directly from 

this ad in complete confidence. You will be satisfied. 


LOS ANGELES 
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— "Display Bits'’ are conceived to give the busy 


display director reference material which he may 


"lift" and adapt to fit his own particular needs. 
Put them to work as cutouts, poster decorations, 
appliques. Use them for interior trims, in the 
window, or for exterior holiday display. Watch for 


more next month— 
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South Bend Displaymen 


Stage Successful ''Show"’ 

South Bend’s third annual window show 
reached a new high in bringing the public 
to the business section the evening of Sep- 
tember 14. This years show produced many 
animated displays, coupled) with unusual 
sound effects. 

The grand prize ot $100 went to Dan F. 
Ganger, Wyman's Department Store, for an 
excellent series of displays built around an 
autumnal theme. For example, in the cen- 
tral display a babbling brook rippled its way 
over rocks and terns to a large tank which 
formed the base of the display. A record- 
ing of singing birds and running water was 
amplified into the street. 

First prize of $25 in the department store 
class went to Beryl C. Taylor, Sears Roe- 
buck & Co., with $25 going to Frank G. 
Bingham, Robertson Brothers, who was 
runner-up. The J. C. Penney Company won 
third place and $10. 

First award in the men’s and boys’ group 
went to Lew Simper, Gilbert's. Second and 
third places went to Heck & Aker, and Leo 
Ball, Max Adler Company, respectively. 

In the other classifications the awards 
were to The Francis Shop, first; The 
Leather Shop, second; Benton's Dress Shop, 
third; Garnitz Furniture Company, first; 
Shidler Brothers, second; George H. Wheel 
ock Company, third; Dainty Maid Bake 
Shop, first; South Bend Floral Company, 
second; third, Recreation Equipment Com- 
pany. 

The Northern Indiana’ Association of 
Display Men worked with the local Associa- 
tion of Commerce to make the show a suc- 
cess. The event has come to be looked 
forward to each year as a civic attraction 
which more or less officially ushers in the 
new season. Photographs of a number of 
the winning displays will be published in 
the November issue of DISPLAY WORLD. 


Displays Of All Types 
Covered By Gardner Booklet 


A brochure showing many of the novel 
commercial exhibits and displays recently 
produced by Gardner Displays Company, 477 
Melwood street, Pittsburgh, Pa., has just 
been released. Featured on the front and 
back covers is an amazing mechanical man, 
9 feet high, which stands and sits, turns his 
head and moves his eyes and arms, and 
hears and speaks. Details of his construc- 
tion are also pictured. A copy of the book- 
let is available by writing Gardner. 


West Coast Position 
For Earl Darnell 

Karl L. Darnell, who tormerly handled 
lisplay tor the men’s store of Carson Pirie 
Scott & Co., Chicago, has resigned to as- 
sume a similar position with Bond's, Los 


\ngeles 


Kudulis Joins 
Display Firm 


Formerly with the Fox and RKO chains; 


n Chicago, Anselmo Kudulis is now man- 
: ‘tage Pe 

iger of the léttering department of The 

Color Display Company of the same. city. 
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Jenny is quiet now 


in her padded cell! 


















It was enough to drive anyone crazy. Questions, questions, 
questions, all day long! “How much are these .. . where's 
the notions . . . do you sell pepper grinders where 


how much?" 


Departmental and counter signs were missing price cards 
and merchandise displays were few and tar between vou 
might have thought there was a conspiracy to keep Jenny and 
the customers frem knowing the prices or the location of 
anything! 


Then our RHC catalog showed up in the display department 
and all that’s changed! Selling has speeded up since people 
can find what they want. Slow merchandise is moving, thanks 
to eye-catching counter displays and everybody. including 
Jenny, is happy! 


Look at your store the way a stranger would... 
you'll see dozens of ways to increase efficiency. 
RHC’s CATALOG 39S, packed with more than 1509 
items for every merchandise display purpose, will 
prove invaluable to you. Send for your free copy. 





Merchandise Well Displayed is Quickly Sold 


REFLECTOR-HARDWARE CO 


General Offices and Factors 
DEPARTMENT DW-10 WESTERN AVENUE AT 22ND PLACE, CHICAGO 
NEW YORK OFFICE, MARBRIDGE BUILDING, BROADWAY AT 34TH 


When You're Coohing Up 


. LET PHOTOGRAPHIC BLOWUPS GIVE THE RIGHT FLAVOR 
AND ZEST TO YOUR WINDOW DISPLAYS, MERCHANDISE 
SETTINGS, ADVERTISING DISPLAYS AND EXHIBITS 


PHOTOGRAPHIC BLOWUPS 
eTRANSPARENCIES MURALS 


EXECUTED IN 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 
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Decorative Treatments 








Lane” unit is a rela 


Claus 


The 
tively 


“Santa 


sunple and inexpensive decorative 
vear for the 
Although 


regular street 


treatment which was used last 
Reading, Pa 
with the 


lighting system, the unit is equally adaptable 


business section of 


it is designed for use 
to marquee treatments or even the store 
The each & feet in 
height and were double-taced. The 
“Cel-O-Glass.” 
built by Hen Johnston, Inc 

N. Wylie, 


Klectric 


interiol units were 
material 
used was Designed and 
Reading, 

director, Kansas Gas &« 


Wichita, 


illustrated in the 


display 


Company, designed — the 


Christmas exterior second 


photograph. Rich colors were used tor the 


scenes, Which were done on “Cel-O-Glass.” 
Several InNarquee treatments are suggested 
here, since any one of the four panels, o1 


the representation of the stained window in 
the center, could be used to good advantage 
Phrec into the 


General decoration seen in 


new types of lamps went 


Electric exterior 
Huorescent 
lamps Crate 
International [Exposition and the New York 
World's Faun 


rainbow 


Lone, tubular 


the sketch below 
much in use at the Golden 
used to create a variety 
hues \ 


provided 


were 
self-contained 
halo et 

“midget 


ot glowing 


projector lamp lantastic 


fects, while 1,000-watt liquid-cooled 


sun” mercury lamps pierced the night) sky 


with their powerful beams 


The center of the GE decorations was a 


giant Christmas candle, 3 feet in diametet 


at the base and reaching three stories in 
height, 
plated metal. 
cent lamps 
mered from the candle’s reflecting surface. 
Kneircling the “flame” atop the taper were 


halos, the whole 


fashioned of corrugated chromium- 
Warm red light from fluores- 


each 3 feet in length shim- 


three colorful concentric 
enlivened by a pulsating 
This lighting effect was created through the 


150-watt projector lamps, each unit 


continual action. 
use ol 
equipped with colored cover glasses. 
Brilliant 90-foot actually 
gold-tvpe vard-long fluorescent lamps placed 
end to end, extended horizontally in opposite 
Similar 


golden rays, 


directions from the candle’s flame. 
rays of varying lengths radiated in all direc- 
tions below the horizontal. Climaxing the 

beams pro 
radiated 


the horizontal 


display, powerful searchlight 


duced by the “midget suns” from 


the candle flame above 


These “midget suns” are each little quartz 
tubes no larger than a cigarette. The bril- 
liant light of each lamp emanates trom = a 


much wider or 


stream not 


narrow are 


For Ihe Exterior 


longer than a common pin. In producing a 
brilliance twelve times that created by a 
standard 1,000-watt projection lamp, — the 
“suns” develop such high pressure and heat 
that they must be water-cooled. In this par- 
ticular exterior display, a special anti-freeze 
solution through the water-cooling 
jackets. 

Somewhat the same 


flowed 
idea was carried out 
in miniature at each wing of another Gk 
building, with a pair of fluorescent candles 
bearing the message, “Merry Christmas.” 
Other GE holiday decorations consisted ot 
luminous plants whose flowers were made ot 
colored plastic bowls ordinarily intended for 
giant semi-indirect indoor lighting fixtures 
The usual Christmas tree, 23 feet in height, 
was bedecked with garlands and_ testoons 
and was lighted by fluorescent tubes to sim 
the tree had an added touch 


furnished by projector 


ulate candles; 


of pastel radiation, 


lamps equipped with colored cover glasses 


and suspended bell-like = from) numerous 


branches. 








Douglas Fir Appoints 
Midwestern Representative 

The Douglas Fir Plywood Association has 
ID. S. Betcone, widely 


recently selected 


known construction engineer, as its) mid 
western field representative. He will have 
his headquarters at 1904 Daily News build 
ing, Chicago, and is to engage actively as a 
technical advisor tor the varied 
Douglas fir plywood. In addition, he 
act as sales promotion contact man for the 
throughout the Middle West. 


calling on dealer, distributor, and contractor 


uses ot 
> 1 
will 


association 
groups. 


—The "Santa Claus Lane" unit was used last 
year for the principal business streets in Read- 
ing, Pa. It can easily be adapted to marquee 
or interior treatments. Nat Wylie de- 
signed the exterior setting for the Kansas Gas 
& Electric Company, Wichita. . . . Fluorescent 
tubing, "midget suns,’ and projector lamps 
were the featured items in the General Elec- 
tric exterior seen in the sketch at the left— 














is 








OCTOBER, 1939 


Fortieth Anniversary 
National Auto Show 

Among the spectacular events for which 
1939 will be long remembered in New York 
is the Fortieth Anniversary National Auto 
Show, which opens in a blaze ot glory on 
October 15. For the fifth consecutive year 
the decorating contract for this project was 
awarded to Ivel Corporation, New York 
City. 

The decorations tor this “Ruby Anniver 
sary” are said to far surpass the splendor 
of previous years at the Grand Central Pal 
ace. Elaborate murals show the develop 
ment of passenger transport trom the 
earliest times, through the horseless car 
riage and bumpy old stagecoach days as a 
contrast to the smooth, comitortable, effort 
less driving of today. 

In architectural style, this vear’s show 1s 
a reaction from the extremes of modernism 
current at the world fairs. The committee 
commissioned Ivel to create the effect o1 
entering a Greek temple, as though to con 
sult the Delphic oracle. The huge grand 
staircase which dominates the main floot 
becomes the temple entrance, commanded 
by a phantom high-priestess blending with 
a 20-foot figure of a modern mechanic to 
produce the miracle car of today. Super 
imposed over the white silhouetted car is a 
huge, glowing ruby to signify the forty vears 


of development. 


Announcement Of New 


Holiday Decoratives 

After lengthy study of the display field 
and its needs for holiday display embellish 
ment, Premier Decorations, Inc., now in en 
larged quarters at 71 Fifth avenue, New 
York City, has announced new floral and 
cellophane decorative materials, among 
which is included a patented Christmas tree. 
Complete illustrated catalogues will be sent 
to those writing to this firm. 


Rieser's Article 


In "Flame" 

Syl Rieser, Garrison-Wagner Company, 
St. Louis, has been chosen by Editor H. J 
Higdon to write the display article for the 
advertising series running in the Phoenix 
Flame, a house organ Rieser’s article, 
“Window Display as an Advertising Me 
dium,” will appear in the December issue of 


the publication 
Cameron To Handle 
Darling Line 

Jack Cameron, the Cameron Company, 
Chicago, has announced that his firm has 
taken on the L. A. Darling line of display 
fixtures. Fred Bantelmann will travel in 
the Northwest and Southeast, while Cam 
eron and his son, Jack Cameron, Jr., will 
cover the Southwest. 


Shanks To Operate 
Own Service 

George M. Shanks, who has been in 
harge of the Toledo branch of the Wayne 
‘splay Service, has severed his connection 
vith Wayne in order to open his own dis 


ay service. He retains the same location 
t 332 Summit street, and the same person 
el. The new firm is known as Toledo 


Vindow Display. 
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ASK FOR FOLDER 


Send for a Kling-Tite 
on a FREE TRIAL basis 
and prove its worth! 


a Nn 





OUR FALL DISPLAYS will 

be installed quicker, with 
less effort, and will have that 
added touch of neatness and 
craftsmanship—if you will in- 
stall them with the Kling-Tite 
One-Hand Tacker. 


Why waste time with obso- 
lete tools, when you can use 
this modern device that gets 
up displays so rapidly you 
have much more time for plan- 
ning? Ask any of the thou- 
sands of display men using 
Kling-Tite. They will tell you 
it is indispensable! 


A.L.HANSEN MF6.CC 


5041 Ravenswood Ave., CHICAGO. ILL. 
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Christmas Display Settings 
a Eemappenes Panels 
Window or Counter Cards 4 


[gk Lilet ly- Full Sica 44 


‘& Cw Product Fo? 


*% *® 9 
CHICAGO *CARDBOARD COMPANY * 


666 Washington Boulevard Chicago, III. 


agiot Sale by “Leading Distuibulots-Erery 


am 


> 
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Streamlined Display 


By R. E. MOORE, Sales Promotion Manager, 


National Distillers Products Corporation, New York City 


Rivne wHISK! 
£ 
& 





Some publication advertising and displays 


programs might be compared to the silhou 


ette of a freight train jerking along. the 


horizon They seem to be a connected 
series Of apparently unrelated units bumping 
along toward a common destination 

Other 
through to 
brilliantly-engineered, 


Twentieth Century. 


advertising and display 


the consume! 


programs 
whiz with the 
streamlined smooth 
Usually the 


community, the out 


ness ot the 
leading stores in the 


standing advertisers in any consumer-goods 


industry, are the streamliners; their less 


alert, not-quite-so-well-organized contempo 
raries the othe 


What do we 


advertising 


type 


mean by “streamlined dis 


play We mean display adver 


tising conceived, designed, produced, and 





installed as an integral part of a complete 


advertising-selling program. 


R. H. Macy's recent “Jumbo Value” pro- 
motion was an example of streamlined 
retail advertising. During this event, the 


marched across 


Value” 


pages, 


elephant 
through display 
counters all through = the 
public marched right in to buy. 
display pro- 


“Jumbo 
newspaper windows, 
and ove store. 
\nd the 

The Chesterfield cig 
a famous example of streamlined 
motion, no 


identi 


arette 
erams are 
advertising. No lost 
illustrations, 


display 


dead weight—the same 
cal copy in) magazines, newspapers, car 
window and. inte- 


cards, billboards, and in 


rior store displays \nd all are timed to 


sit 
ity 
* 4% 


Y\ 
Eat ~~ p | ies 
* 
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MATIONALS 


EAGLE 


| EAGLE WHISKEY EAGLE 


we fe ses 
IAGLE TAGLE  tAQLE | \ 
S 5 i 


AV MmeUcaAs hed Pend 


speed into the consumer consciousness In a 
smooth series of related selling impressions. 
Philip Morris display programs are a good 
“Little Johnny” appeals to con 
magazines, newspapers, on the 


billboards and in 


example. 
sumers 10 


radio, on car cards, 


dealers’ windows, on their counters, and 
floors. 

Our display advertising of National's 
Eagle whiskey is another good example 
Pictured is the latest Eagle whiskey window 


display which will be installed in package 
stores, drug stores, department stores, hotels, 
restaurants, and bars throughout the country 

At the upper left is the National Eagle 
whiskey counter display. Note that the small 


rons BAG LE. danse 


/* 
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NATIONAL’S 
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size reproduction of the giant statuette used 
in the window display is made the principal 
part of this counter display. Incidentally 
the bottles in this display are locked in place 
bands which circle the neck and 
clamp in back of the unit. 

(A small size statuette 
placed on back bars of hotels, restaurants, 
and taverns in every state in the country) 
displays of this type are permitted, 


by brass 


which is being 


where 
consists of a miniature of the giant-size unit 
used in the window display.) 


The third illustration is of a cloth bannet 


40 inches wide which will be placed = in 
stores, restaurants, and taverns which sell 
National's Eagle whiskey. The same eagle 


—A counter unit, window display, and banner 
follow the same general treatment in the 
"streamlined'’ display promotion of National's 
Eagle whiskey. Still another counter unit, not 
illustrated, is used for a complete follow- 
through. R. E. Moore explains in the accom- 
panying article why National does not regard 
display as something to be bought "hit or 
miss''— 
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statuette is the feature of this rayon banner, 
which is screen processed in ten colors. 

Notice the inter-relation of all units, from 
window display right through to the small- 
est interior display. Always the consumer 
is told the same story in the same way—a 
streamlined promotion which moves smooth- 
lv toward the consumer sale. 

There are still some sales managers, even 
some advertising managers and advertising 
agents, who seem to believe winlow and 
interior store displays are neither advertis- 
ing nor selling. They seem to think dis- 
plays are something apart—something to be 
hocked onto the advertising program only 
because stores have windows and counters. 
and some retailers want “a card or some- 
thing” to tell consumers they sell the 
advertised product. 

Not believing a display program as impor- 
tant as the publication advertising or sales 
program, they devote all their attention to 
the last two. Often they just “buy” some 
display idea submitted by a lithographer or 
other display manutacturer. Seldom do they 
take the trouble to review their promotion 
plans with the display salesman. It doesn't 
matter much if the men who produce the 
displays know little or nothing about their 
sales or advertising plans, nor does it seem 
important if the displays are entirely un- 
related to the publication advertising! 

Or at the last minute they may ask th: 
advertising agency to “get up some displays” 

or they may phone a display breker and 
ask him to “bring down that Rockwell 
\nderson painting you showed us last 
month. We can use that in a display ; 

The result of this tail-end, hit-or-miss 
display policy, or lack of policy, usually is a 
bumpy, unrelated promotion program, sel- 
dom connected closely with the publication 
advertising or selling program. Moreover, 
it usually is poorly timed, inadequately mer 
chandised, and consequently increases sale 
at the speed of an unwieldly freight train 

Contrast the freight-train type of display 
operation with the streamlined, high-speed 
kind described above. 

One must not be too harsh, however, in 
his criticism of the treight-train type of 
display advertising operation. After all, th: 
value of display advertising has been recog 
nized less than half a century. According to 
Printers’ Ink: “The idea of using windows 
for exhibition purposes did not appeal until 
the 1890's when the department steres began 
improving their fronts and hiring window 
dressers to put in ‘artistic’ exhibits. It was 
not until the new century was several vears 
old, however, that retailers generally dis 
covered the window display to be capabl 
of actually making sales .. .” 

Many haven't discovered it yet. An | quite 
a number of advertisers apparently haven't 
seen the action it is possible to get with 
vhat I choose to call “Zone ef Action Ad- 
vertising’ —advertising in the retail outlet 
where, if your message clicks, you get buy- 
ing action. Yet more retailers and more 
manufacturers of consumer goods are get- 
ting hot about display advertising every 
vear. The future of “Zone of Action Adver 
tising” is one of the brightest in all adver- 
tising. There's a lot of streamlining to be 
lone, and gold at the end of the run for 
those who do it. 
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out or pleated. 


Quick and easy to handle. 





189 GREENE ST. 


UMARITH 


REG. U.S. PAT. OFF 


The Modern, Practical Plastic 
for Every Display Use 


CONVERTIBLE 


INTO MOST POPULAR DISPLAY FORMS 
LUMARITH can be cut with knife or scissors, hand-shaped 


into any concave or convex form, can be embossed, stamped 
Will take brush or screen paint; especially 
suitable for airbrushing with lacquer or transparent color. 


Soften in Boiling Water 


to form or hand-shape into cylinders, cones, cubes, drums, etc. 
Transparent adhesive available 
with fountain applicator to seal and fasten joints. 


inches wide in lengths to meet your requirements 
in four thicknesses—5, 10, 15 and 20 pt. Now 
available in three different types—transparent, 
colored transparent and colored translucent. 


In Stock for Immediate Delivery 
In Large or Small Quantities 


FREE SAMPLE SWATCH BOOK 


showing thicknesses and colors 


Write for it TODAY and name of nearest dealer. 
J. M. GORDON & CO. 


Exclusive Distributor to the Display Field 
Through Display Dealers Everywhere 


NEW YORK CITY 











NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets and draperies. The perfect 
color for use with air-gun to re-color old 
fabrics. All colors and Black. 


For complete information and sample write 


HELMS CHEMICAL COMPANY 


53 W. Washington Blvd. Oak Park, Ill. 




















MILEO 


MANNEQUINS 


chosen by the better stores 


— FACES of distinction; natural, 
When san charming, sophisticated. 
ave tm Maw FIGURES CORRECTLY PRO 
Vork fos the PORTIONED to display all new 
World’s Fair, dress and coat styles. 
| In standing and flexible effects, 
including the new “action” poses 


a Write for photographs 


7 West 36th St. So 82 Py 


be sure to 
visit us. 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display'’s Power in Merchan- 


dising. 
6. Absolute Independence of Our Editorial 
Columns. 
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How About Display Research 
In Your Own Store? 
We hear a lot of talk concerning display 


budgets and the desirability otf stepping up 


display appropriations, most of it) probably 


justified. In all too many stores display ts 
something ot 


ited 0 


a red-headed step child, toler 


recognized to a certain extent, but 


hardly to be encouraged in the form ot a 


substantial budget 
display in) such 


The tinancial plight) of 


stores is to be deplored, but in numerous 


displayman himselt who 


attitude adopt 


instances it is. the 


is largely responsible tor thr 


ed by the management. Probably not one 
display manager in a hundred who teels 
that he is handicapped by insufficient funds 


for his department could produce facts and 


justify his contentions \ tew 


attempt to find out what 


hgures to 
progressive men do 


display means to their stores in the torm ot 


direct sales, but even here such records are 


not entirely complete and in’ presentable, 


convincing form 
Much of this is due, of course, to the na 


advertising medium 


ture of display as an 
Sales are difficult to trace unless a system 
is worked out by the individual store which 


will give approximate results, or unless ac 
to the 


medium But 


tual tests are made as etheacy ot 


display as a selling In spite 
of this difheulty, not enough 


is done on the part of the individual display 


research work 


manager in the individual store; he does not 


know definitely what display does for his 


firm, even if he does know in a general way 
which type display pulls and which doesn't 

On the whole, the average display depart 
ment manager should feel very tortunate 
that the store 


facts and figures when he presents his bud 


management does not ask for 


get for approval 
On the other 


data 


period Ol a Vear ol 


hand, if such were 


available, covering a 
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much easier it would be for him 
and how 


more, how 
to prove what display does much 


easier it would be to have approved a re 

quest for a more adequate appropriation ! 
Inspiration along this line can be found 

ina report by Paul Hollister, executive vice- 


Macy & Co., New York 


given betore the Boston Conterence on 


president, R. HH 
City, 


Distribution just a week or so ago. He 


revealed that for the past three vears a con- 
sistent study has been made by his firm on 
and selling j 


the relative merits 


28.000 


power ot 


some separate advertisements. As a 
result, Macy's has been able to increase the 


dollar 


reduce “flop” 


productivity of its advertising trom 


$5.36 to $7.70 and to adver 
tising from 20 per cent to around 6 per cent. 
It must be remembered, too, that Macy's ad- 
vertising expenditure each year is less than 
3 per cent of annual sales volume, as com- 
pared to a national average for large stores 
of approximately 5.2 per cent. 


Macy's 


lol its COpys 


uses a “plus-over-normal” basis 


testing, giving a particular ad 


vertisement a percentage rating based on a 


comparison of sales of the advertised mer 


chandise with “normal” sales of the same 


item when unadvertised 


If this system has worked out for Macy's 
advertising department, then surely much 
used to ascertain more 


The 


is up to the displayman to 


the same basis can be 


display can do. important 
that it 


Initiative im the 


ot what 
point 1s 
take the 
up a testing schedule for 


matter and draw 


his own store, bas 
and preferably 


ing it on at least one year 


Local store conditions will undoubt 


more 
edly inject peculiar angles into such a study, 
but the 
his own environment 


familiarity of the displayvman with 


should enable him to 


take these conditions into consideration 


when mapping out such a program, and to 
make due allowances for them 

“And when would [| find time for all this 7” 
first 


contront the displayman 


is probably the question which would 


interested in such 
fact, it 
probably 


is the in 
take the 
and 


research. As a matter of 
itial 
most 


step which would 


time—planning the experiment 


laving out the necessary steps and proced 


ure. The rest would be a simple matter ot 
keeping records and recapitulating them at 


Many a 


department 


the end of the trial period. store 


executive outside the display 
would welcome definite facts on display and 
to secure their cooperation should not be 


difficult 
add greatly to the prestige of the displayman 


furthermore, such a project would 


undertaking it in the eves of management. 


\lan A. Wells, who directs the sales pro- 
motion division of the National Retail Dry 
Goods Association, made the following 


Inter 
national Men con 
vention in New York City last June: 
claimed 


statement in oan address before the 


\ssoctation of Display 


advertising nevet credit 


for any more than 20 per cent of the day's 


business. That means one customer or one 
transaction out ot five How do those other 
on the tallies every 


neither 


four sales happen to be 
night You 
can I, but it 
least one of these customers or 
interior displays 


and 
credit. at 
transactions 


can't be certain, 


should be safe to 
directly to windows and 
And that leaves me wondering whether we 
are right in allotting to total display 
give to 


only 


15 per cent as much money as we 


newspaper space alone.” 
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can't be certain, and 
We don’t know what display 
is actually producing, but in spite of that 
fact enough evidence of what it 
does to produce the statement that maybe 
display more than the 15° per 
Wells. 

Perhaps if a number of progressive dis 
playmen will undertake individual store re 
search on the question and if the results of 


Note that 
neither can [.” 


“vou 


there is 
earns cent 
mentioned by 


their studies can be compiled and analyzed, 
display will be able to have something more 
definite on which to base its claims for 


recognition. 


Bliss Comes Through 
With Talking Santa 

Albert Bliss, president, Bliss Display, 460 
West 34th street, New York City, who has 
produced many sensational display effects in 
recent vears, has developed a new Christmas 
attraction which seems to have plenty ot 
possibilities. The promotion is called “The 
Mystery Talking Santa’—a diminutive 3 
foot, O-inch figure of St. Nick that carries 
on a regular conversation with bystanders 
The same principle which was used to oper 
ate the “Voda” in the New York Telephon 
building at the New York World's 
utilized tor the talking Santa Claus. 

The velvet 
real boots and whiskers. The mouth action 
is said to be entirely natural. In the body 


Fair is 


figure is dressed in and has 


intercommunication 
\t the other end of the hookup an 


is concealed a two-way 
system. 
operator talks into a two-way speaker. His 
voice is carried into. the microphone hidden 
in the figure, while relays set Santa’s lowe: 
conversation. The 


jaw in motion as if in 


operator can invite questions which he ot 


course hears and answers via the intercom 


munication incidentally getting in 
his selling talk at the same time. 


( omplete 


system 
information on the device can 
be obtained by writing direct to Bliss Dis 
play, at the address given above 


New Christmas ''Board'' 
Meets Wide Response 
J. M. Gordon, head of the New 


firm 


York City 


of the same name, reports that a very 


excellent response is being accorded a new 


poinsettia design metallic display board 


which his company has just introduced. The 
“board” is 26 inches in width and comes in 


rolls of 24 feet and 24 vards in a combina 


tion ot colors. The poinsettia design ts 
heavily embossed and the effect is very 
beautiful. The Gordon company ts located 


at 189 Greene street. 


Detroit Display Club 
Plans Election 

The regular monthly meeting of the De 
troit Display Club was held Monday, Octo 
ber 2, at the Book-Cadillae hotel, with 
President Donald A. Ferguson, S. L. Bird & 
Son, in the chair. Ralph D. Johnson was 


appointed chairman of a nominating com 


mittee for the election of officers scheduled 
tor the October meeting. He will be assisted 
by T. J. MeCormack and Arthur Hoeraut. 


Following the business session, J. 1 
Chord, The Ernst Kern Company, discussed 
the New York World's Fair, illustrating his 
talk with full color slides of points of in 


terest 
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Osterland Reelected 
By Cleveland Club 


At the September 18 meeting of the Cleveland Display Club at 
the Carter hotel, Ed Osterland, William Taylor Son & Co., was 
reelected to the presidency. The club members made it ufanimous 
by reelecting Homer Richards, The May Company, vice-president ; 
Carl W. Schabitzer, Atlas Display Products, Inc., secretary, and 
Michael Dai, Lindner Coy, treasurer. 

Jack Zeahlor, Fries & Schuele Company, and Ed Nieder, Elec- 
trical League, were elected to two- and one-year terms on the board 
of directors. 

The Cleveland club participated quite extensively in the Second 
\nnual Market Week which was recently held at the Hotel 
Cleveland. The stage set for the “Book of Fashion” was designed 
and executed by members of the organization, including Ed Oster 
land, Michael Dai, Frank Collins, Dorothy Lynch, Margaret 
Brady, Vern Smith, Emil Ramm, William Thompson, Leonard 
Urban, and Al Carroll. The finished design took the form of an 
8-foot plaster book through which the models entered the stage 
and runway. 


Brunette, Blonde, Redhead? 
New Mannequin Hair Dye 

Dr. Sverre Quisling has invented and patented a new hair dye 
which, aside from its regular use, can be used on display manne- 
quin wigs so that the hair matches any given costume. The dye 
is easily brushed on from a small “paddle;” when a new color or 
the natural color of the hair is desired, the former tint is removed 
by washing in water or through the use of a solvent for certain 
special dyes. According to Dr. Quisling the dye will not damage 
either wigs or mannequins. The cost for dyeing one wig is esti- 
mated at about 50 cents. Information on the process can be 
obtained from the Quisling Clinic, 2 West Gorham street, Madi 


son, Wis. 


Chicago Club Resumes 
Display Meetings 
The fall sessiens of the Chicago Display Club got under way 
on September 18 at a meeting at the Hotel Sherman. Elmer W. 
Swanson, displav director, Scott Burr Stores, discussed “Display 
\s I See It.” His talk was followed by a demonstration of back- 
ground design and practical methods of applicaticn, by George 
Hermanson and L. J. Dwiggins, assisted by J. J. Sullivan. Several 
members of the club met at Gimbel’s for dinner before the meeting 
Gene Flack, Sunshine Biscuit Company's ambassador of good 
will, was the featured speaker at the club’s get-together on October 
9, and was his usual genial and amusing self 


"Photography For Commerce” 
Is Newly Issued Book 

The Studio Publications, Inc., 381 Fourth avenue, New York 
City, has released a new book entitled “Photography For Com 


merce’—a collection of outstanding photographic work for the 
past five years. <All types of subjects are covered in the 148 
illustrations. The book wille be welcomed by manv displaymen 


because of the ideas it contains for blowups, background treat 
ments, ete. Edited by C. G. Holme, the book is priced at $3 


Coy, Disbrow Opens 
Chicaqo Office 

\ Chicago office has been opened at 228 North La Salle by Coy, 
Dishbrow & Co., New York City, and the firm is now being repre- 
sented throughout the Mid-Western territory by R. G. Crossette & 
\ssociates. It is planned to carry an adequate stock in Chicago to 
facilitate shipments to customers in that section 


Van Leer Opens 
Another Office 

R. M. Van Leer Display Agency has opened another office in 
Tennessee, located at 249 East 11th street, Chattanooga. 


Nilsen Studios 
In New Location 

The Margit Nilsen Studios have removed from 220 East 23d 
street, New York City, to 71 Fifth avenue. 
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PREMIER 


Electrieal 


HOLIDAY DECORATIONS 


U. S. PATENT D115,787 
APPROVED BY FIRE UNDERWRITERS 


SHIMMERING 
ELECTRIFIED 
CELLOPHANE 


BELLS 


Novel Christmas deco- 
rations, with the richly 
luminous effect of the 
electric light shining 
through transparent cel- 
lophane. 














No. 292—Two 5 inch Bells, in cluster 12 inches over all, 
$15.00 doz. 

No. 195—Three 5 inch Bells, in cluster 14 inches over all. 
$24.00 doz. 

No. 197—Three 7 inch Bells, in cluster 20 inches over all. 
$36.00 doz. 

No. 193—Two 10 inch Bells, in cluster 24 inches over all. 
$36.00 doz. 

No. 196—Three 7 inch Bells and two 4 inch Bells, in clus- 
ter 18 inches over all. Each $3.75. 

No. 194—Two 10 inch Bells and one 12 inch Bell, in clus- 
ter 24 inches over all. Each $4.00. 

No. 198—One 10 inch Bell and one 15 inch Bell, in clus- 
ter 24 inches over all. Each $5.00. 

{ll items made m U.S. A 


Clusters consist of bells with cellophane bow and silver holly. 
May be had in following solid colors: red, white and blue. Each 
complete with lamp, cord and plug. All in individual boxes. 
We are also exclusive manufacturers of cellophane Christmas trees, 
table decorations, Della Robia fruits, wreaths and glass table 
decorations. 


Catalogue of complete line furnished on request 


PREMIER DECORATIONS, Inc. 


71I—5TH AVENUE COR. I5TH STREET NEW YORK CITY 
Phone: AL 4-9058-59 
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The National Advertiser 
And the Displayman 


1938 International Association of 
Men convention at the Hotel May- 
I spoke upon the 
urgent need for closer cooperation between 
display 


\t the 
Display 
flower, Washington, D. C. 
displayvmen and manufacturers of 
material. 
the program keynoted the subject I 
liked to have He made specific 
mention of the enormous quantity of adver- 
tiser furnished point-of-sale material that 
never sees the light of day, deplored this 


The speaker who followed me on 
would 


discussed. 


uncalled for waste, and advanced the theory 
that the displayman himself might influence 
the character of this material so as to make 
it more acceptable and usable. 

Several other interested parties and myselt 
were, at that time, conducting an informal 
survey among displaymen and merchants in 
general in an effort to obtain accurate infor- 
mation on certain specific points, 1. e. (1) 
advertisers’ 
material was actually being used? (2) what 
standards were employed, if any, in selecting 


what percentage of national 


national advertisers’ displays for actual use ? 
(3) in what way did discarded material fail 
the retail store standards ? 

Some other relatively unimportant miscel 


to meet 


laneous information was also obtained. 

This work had just gotten well under way 
at the time of the 1938 convention and was 
not completed to the point felt 


cross-section until early 


where we 
we had an accurate 
in the winter. 

I hal hoped to discuss the subject publicly 
“round table” at this vear's con 


New York, but. 


circumstances conspired to 


around the 
vention in unfortunately, 
prevent my at 
tending and [| am indebted, then, to DIS 
PLAY WORLD for the opportunity of pre 
senting the information here. 


Needless to 


conducted along such casual lines that those 


say, our survey, which was 
displavmen who contributed to the informa 
tion probably were not aware that they were 
being surveyed, gave us definite and tangible 
figures along the lines that every displayman 


has been cognizant of tor a long, long time 


We tound the percentage of waste to be 
even higher than we had anticipated because, 
when the figures were finally boiled down, 
there appeared to be a wastage of nearly 


90 pel 


being shipped month to month to 


cent ot all the syndicated material 
\merica’s 
merchants ! 

It is significant that a relatively few adver 
analyzed the 
factors in display are receiving a high per- 
placements and literally 
dominating the field. It 1s the vast majority 
of careless displayers who plan and submit 


tisers who have acceptance 


centage ot are 


arbitrary display ideas, frequently complete 
lv evolved around the conterence table, who 
are responsible for the greater volume. ot 
waste. 


As DISPLAY WORLD readers know, the 


this material is visually un 


majority or 


By R. L. WINTERSTEEN, Sales Manager, 


Windo-Craft Display Service, Inc., Buffalo 


acceptable because there is a certain odor 
about the cardboard cut-out 
gadget, average easel sign and tin fixture 
that makes it look like just what it is, a 
production job piece of cheap color printing. 

There is a marked resistance to anything 
that has a “printed” look. 

The complaint that the rank and file of 
syndicated material is architecturally out of 
keeping with modern interiors,  fix- 
tures, and decorative schemes and that the 
advertiser apparently makes no attempt to 
recognize these standards, is nation wide. 

Much was said about the employment of 
many practices which the retailer knows are 


of cheapness 


store 


unsound from a merchandising point of view. 
For example, the attempt by many adver- 
tisers to present their complete selling mes- 
form resulted in giving the 
because it was 


sage in 
shopper a possible incentive- 


COPY 


the easiest thing to do—to make up his or her 
mind against the purchase without giving the 
sales person an opportunity to function and 
close the sale. Every displayman knows that 
a display must present the best face of the 
tell 


story to arouse curiosity. 


enough of the 
Then the shopper 


merchandise, but only 
must address a question to the salesperson 
who thus gains an opportunity to close the 
sale. 

I do not wish to go into a lengthy mass 
of uninteresting detail here because the mes- 
sage | want to get across is that it is not 
entirely the fault! 

We find in our contacts with national ad- 
that they are just as anxious to 
secure placement by furnishing material that 


advertisers’ 
vertisers 


will augment the efforts of the displayman 
as the displayman and his employer are to 
do SO. 


have them 


Untortunately the advertiser's sources of 
information are such that he is frequently 


ill-advised. He 


report) on 


salesman, for in- 
the 
salesman 


asks his 
the placement of 
The 


goes to his triend, the merchant, offers him 


stance, to 
material he is) furnishing. 
the “display” and the merchant, as a complhi- 
ment to the triendly salesman, places it on 
the counter temporarily. The salesman then 
reports to his headquarters that the display 
was placed in a prominent place in Jones’s 
store, and leaves town. Jones pulls down 
the job as soon as he is reasonably confident 
that the will not find it out 
everybody is happy ! 
The 


entirely 


salesman and 


display too, is not 


above reproach. 


manutacturer, 
In his anxiety to 
close the business immediately, he 
follow the 
cept specifications from his client for a dis- 
that he 
will not receive placement 


may 


lines ot least resistance and ac- 


knows from experience 
the 


knowledge that 1 he does not accept it one 


play past 


probably in 


of his competitors will. 
We have been successful in recent months 
in “converting” some of our clients to the 


use of display material designed from thx 
merchant's point of view. The large per 
centage of placement enjoyed and_ retained 
by these pieces has borne eloquent testimon) 
that their appeal to the merchant 1s sound 

It is a long uphill grind, however, fo: 
the display manutacturer to influence many 
of his clients without supporting testimony 

It is here that the merchant and the dis 
playman must accept a large share otf the 
responsibility for increasing standards 11 
this material. All of you have been in the 
occasional position where an advertiser has 
sent you a questionnaire asking you t 
supply full information on the placement 
of his display and the results you obtained 
from it. 

Our that so these 
questionnaires were returned—and so man) 
of those that were returned were not full) 
informative—that the advertiser could ex 
tract little or no information of value fron 
them they did not represent 
important percentage of the volume of mate 
rial he had sent out. 


survey shows few of 


because an\ 


I am firmly of the opinion that i the 
merchant and the displayman will volun 
tarily tell the truth about the character ot 


display material that is being furnished 
them, without waiting for a solicitation by 
the advertiser and will pursue the 
policy when the friendly requests 
placement of a red, “yaller,” and blue chromo 


same 
salesman 


in a modern store interior, it will not take 
long to make a better merchandiser out ot 
the advertiser. 

Every displayman ought to give this seri 
consideration and do his part toward 
bringing about this raising of standards 
Receipt of more and more acceptable na 
tional advertiser material will do mucl 
toward eliminating some of the tremendous 
amount of detail work and long hours that 
now face the displayman because he has to 
remake point-of-sale material for the adve1 


ous 


lines. 

I predict, in all confidence, that you will 
find every advertiser more than responsive 
to constructive and more than 
anxious to furnish material that will deserve 
and retain. placement for a 
period of time in your store. 

\s_ display 
continuance of our efforts along these lines. 


tisers’ 


criticism 
reasonable 


manufacturers we pledge a 
but since in the eves of our chents we have 
“an ax to grind,” our representations can 
only a fraction of the weight 


Carry yours 


will. 


William Taylor 
With Bond's 

William C. R. Taylor is now in 
of display for the Lincoln avenue 
the Bond Clothing Company, Chicago. He 
heen with Peck & Peck and Carson 
Scott & Co. 


charge 


store Ol 


had 
Pirie 
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Lighting Demonstration 
Seen By Cincinnati Club 


Members of the Greater Cincinnati Dis- 
play Club and a number of other local ad- 
vertising men were guests September 19 of 
the Cincinnati Gas & Electric Company at a 
special lighting demonstration which tol- 
lowed a dinner at the Netherland Plaza 
hotel. 

S. B. Hibben, incandescent lamp depart- 
ment, Westinghouse Electric & Manutactur- 
ing Company, gave a lecture on “Lighting 
the New York World's Fair—mammoth 
show window,” accompanying the talk with 
colored slide views of points of interest. The 
presentation also included something of the 
history of exposition lighting, covering all 
the principal “fairs” of fairly recent years. 

Hibben followed the talk with a demon 
stration of modern lighting equipment, in 
cluding black light, luminous tube lamps, 
mercury-vapor lamps, “steam” lamps, ete. 

Kdward Hodgetts and A. J. Rutterer ot 
the Cincinnati Gas & Electric Company’s 
lighting division had charge of the arrange 
ments. 


"Rediprep" Selected 
For Auto Show 

For the fourth consecutive vear, Upson 
“Rediprep” has been used to transform the 
interior of the Grand Central Palace in New 
York City to create a fitting atmosphere for 
the National Automobile Show. Over 100,- 
000 square feet of “Rediprep” were em- 
ployed each vear. 

The Ivel Corporation, which has the dec 
orating contract, designed the decorations so 
that individual sections of varying sizes 
could be prepared by the manutacturer. Four 
thousand five hundred and seventy-six indi 
vidual panels, in more than 200) different 
sizes and shapes, were erected—much like 
fitting together the pieces of a giant jig 
saw puzzle. 


William Klein Wins 
Gold Plaque 

As winner of first prize in a contest spon 
sored by merchants of Jamaica, N. Y.. Wil 
liam Klein has been awarded an engraved 
gold plaque. The winning window was ere 
ated by Klein, assisted by Albine Modon, 
for the F. W. Woolworth Company. Second 
place and a silver plaque went to Harold 
Morais, The Gertz Company, and third prize 
consisting of a similar plaque was awarded 
to Charles Tarr, Goodwin's 


Hanford Produces 
"All-Purpose" Spot 


\n all-purpose “Spotlite” for all display 


work where a direct light is desirable has 
heen produced by Hantord Lighting Com 
pany, Ine., 345 West Broadway, New York 
City. Priced very reasonably, the device has 
universal swivel action, die-cast base. and 
is attractively finished in nickel and crystal 


black. 


T. C. Palmenberg, Inc., 


In New Location 

The firm of T. C. Palmenberg. Inc., in the 
display field since 1852, is now located in 
new quarters at 24 West 40th street. New 
York City. 
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- NATURAL 
* CHRISTMAS GREENS 


NEW, ATTRACTIVE, INEXPENSIVE 


Heavy. graceful festooning for the exterior cr interior of your store. We recom. 
mend Balsam Roping to give your display the real Christmas atmosphere. 
Evergreen Roping decorations are suitable for streets, stores, public and private 
buildings. 

Our Balsam Roping is bushy and well rounded and comes in 100-foot rolls. 


10” to 12” diameter, per 100 feet....... ai .. .$2.50 
14” to 16” diameter, per 100 feet............. a $2.95 
Heavier grade, superior quality. per 100 feet. $3. 50 and $4.00 


All Prices F. O. B. La Crosse or North Woods 
BALSAM WREATHS AND STARS MADE TO ORDER 
Don't Delay—-Place Your Order AT ONCE! 


SEMSCH DISPLAY SERVICE 


129 PEARL STREET LA CROSSE. WISC. 








ATTENTION 


DISPLAY 
DEALERS 


Flexible Chrome Moulding in 


SNAP-ON BOLT-ON 
CLIP-ON 


Filler Type Mouldings with New Design 
Ar.-Color F.ller 








Edge Bindings of Chrome, Copper 
en Sign and Display Card Retainers 
Marquee and Counter Trim Mouldings 
s | 
jules kenner hyman o 
Tioga & Almond Sts. Philadelphia, Pa. Your Line Sheed Ancluile 


SMART MILLINERY HEADS 


RUBBER DASCO DISPLAY 


no chip—no erack—no bro-k MOULDINGS 


NRITE FOR PH OGRAFHS 


Write Today for Sample Kit and 


Atiraciive Decler Proposition 


Quantity Usors Write for Special 


Quotations on Your Requirements 


<4 ARTIFICIAL Dasco Preducts Co., Inc. 
FLOWER CO. EAST DETROIT, MICHIGAN 





“HAFCO” 19790 CAHUENGA BLVD. 


CREATIONS 





* On a me Me Benen?) SEE THE NEW ; 
CALIFORNIA BRISCHOGRAPHS 


at your dealer or write 


COMPLETE FLORAL DECORATIONS The Brisechograph Co. 


COLUMBUS, OHIO 
FOR ALL PURE : 5 ' Enlarging Projectors for Display Men, 


Artists and Sign Studios 
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Timely Display Ideas... 











—In this modern setting the shadowbox Christmas tree design is brought away 
from the background sufficiently to place lights for the illumination of the center 
unit. The center piece is constructed of 34-inch fir plywood discs supported by a 
center column. The discs can be faced or lined with blue foil paper. .. . This 
setting is excellen; for the display of gift merchandise. 
attached to a turntable. The color scheme is of blue foil, green, and silver, plus | 
hidden indirect lighting. Note the modern Santa Claus masques. These are 

separate cutouts attached to the background— 





—This unit was especially designed to catch 

the eye of children. Construct the sloping roof 

platform and chimney from fir plywood or wall 

board and finish it with artificial snow. The 

Santa Claus is a separate cutout, and the let- 
ters are also cutouts— 
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By JAMES KILEY 








—Here is a small center unit or ledge display, 

featuring the “Shop Early" theme. The amusing 

reindeer, peering out of the window, will prove 

an excellent eye-catcher. Decorate the unit 
in bright Christmas colors— 


SANTA is COMING. 


| 
| 








\f desired, it could be 














—The wall of this setting is built about | foot from the background and can be 
realistically finished with plastic paint and imitation snow. A real tree branch is 
used in the rear, with snow applied as illustrated to make a beautiful effect 
against the royal blue background. The gate and platforms can be made of wall 
board or lumber. The sleigh and reindeer are wall board cutouts. The sleigh is 
attached to a corner of the setting and the reindeer to the background, to 
create the action effect of leaping over the wall and away into the sky— 














* 
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Capital Displaymen 
Elect Banks 

L. A. Banks, The Hecht Company, was 
elected unanimously to the presidency of the 
National Capital Display Club at a meeting 
October 4. Henri Lindeman was elected 
vice-president, and F. Cristel, The Sport 
Center, was elected treasurer. 

The meeting was held at Schneider's Cafe, 
and followed a dinner. John L. King, re- 
tiring president and recently appointed 
managing director of the International As- 
sociation of Display Men, made a complete 
financial report for the vear just passed, and 
presented the gavel to Banks. 

The meeting was followed by an enter- 





taining quiz on display subjects and a num- 
ber of films were presented through the 
courtesy of Lew Loft, photographer. 
\nnouncement was made that the club ex- 
pects to nominate one or two young ladies 
to compete for the honor ot being queen of 
the Washington Hallowe'en Festival this 
year, and W. A. Gray, Lansburgh & Brother, 
was appointed chairman of the committee 
to select the contestants. The club voted to 
assist the Greater National Capital com- 
mittee in the designing and construction of 
the queen’s float for the Hallowe’en parade. SE J 
The club plans to assist in the Community ASON § GREETING PANEL 


Chest drive, and Arthur Gray also heads 





this committee. \500—Peaceiul holiday scenic in rich tones of red, green, and brown 
; a ae on deep blue 4-ply board. All of the snow areas are covered with 
Industrial Exhibit At Fair actual glistening artificial snow. 48” high x 72” wide. Each $2.75 


Takes Cue From Midway 


In putting their displays over with the Write today for your copy of the new 24 page GREGGORY CHRISTMAS 
public, industrial exhibitors at the New BOOKLET listing many dynamic panels, smart fabrics and papers, and 
West Wesldfs Wain ane employing shvecmini. dozens of clever novelties. For complete window suggestions and 

é : ara 4 layouts send us your window floor plans. 
ship which rivals the attractions of the 


amusement center itself. BELLS ART PANELS PLAQUES 

At the display of the Timken Roller Bear- STARS ROLL GOODS WREATHS 
ing Company, visitors are now entertained BALLS CUT-OUTS GARLAND 
by a team of acrobatic roller skaters who SNOW WOODGRAINS ROPING 
Ww seas ; . * CANDLES LEDGE DISPLAYS FRINGE 
lave just been engaged to present a series 
of ten thrilling performances daily. The 
skates used in their act are mounted on 
wheels which actually are Timken tapered 
roller bearings normally employed in light 

INC, 


machinery. 

As a drawing card, the skating act is 
proving an even greater attraction than the 
famous Timken hair measuring machine, 10 E. EINZIE ST. CHICAGO. ILL. 
which electrically measures the thickness of 
a hair in hundred-thousandths of an inch 
and calls attention to the fact that Timken 
bearings are accurate to a “hair’s breadth.” 

Other features of the Timken exhibit in- 
clude a huge model of a roller bearing, the 
largest in the world, which rolls back and 
forth above the display; a bearing which specializing exclusively in 
comes apart and puts itself back together 
eal ia oth moving model locomo- —VELVETEENS— 
tives, one of which is being towed by thirty- 36-inch attractively priced, permitting their 
three tiny redcaps and the other by three, unrestricted use for all branches of display. 
to demonstrate the difference in rolling qual- 


ities of roller bearing and non-roller bear- —RAKO-SEAL— 


ing locomotives; a diorama of the electric 

furnace of the Timken steel rolling mill a lustrous plush at an unusual price in oll—grit 
which is the largest in the world; and one tamper proot rte eee tee dis- 
t the first “horseless carriages.” Wholesale Only — No Cuts woe paige hg 


11 NORTH MORGAN STREET 





























FLEXOAGFION 

ANIMATION UNITS 

@ The Armadillo is enclosed in a 
his protection. And 
















' 
To Goldblatt's 11 East 22nd St. New York, N. Y. 
B. C. Hampton, formerly display manager 
tor Litt Brothers, Philadelphia, and prior 


to that with The Boston Store, Chicago, has : — ‘ 
Nae ee ee ve ea ee e  e @ Please Mention DISPLAY WORLD When Writing Advertisers » » 


joined the Goldblatt organization, Chicago. 
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Point-of-Sale Gallery... 
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—Alfa Displays, Inc., New York 
City, produced the ‘'selling 
arch" for the Beau-Bra Com. 
pany. This display is 40 inches 
wide, 24 inches deep, and 42 
inches high—all wood, with two 
full-sized rubber busts. Lighted 
by a 100-watt lamp in a para- 
bola reflector in the top— 


—-The patronage of the silver- 
smith craft by Francis | is por- 
trayed in Reed & Barton's new 
itinerant display. The court 
scene is built of white lacquered 
wood in several planes. Red 
velvet is used on the steps; the 
windows are a translucent mate- 
rial lighted from the rear. De- 
signed and made by Kay Dis- 
plays, Inc., New York City— 


—Red Rolfe is featured in this 
display for Granger pipe to- 
bacco. Selling points are put 
across with terse copy. Created 
by Liggett & Myers Tobacco 
Company, New York City, and 
li.hographed in full color by 
the Forbes Lithograph Com- 


pany, Boston— 


—W. L. Stensgaard & Associ- 
ates, Inc., Chicago, recently 
produced this beautiful itinerant 
display for Max Factor lip 
sticks. "Structural Bends" are 
employed in the construction. 
The lips are in relief. The dis- 
play is compact, yet colorful 
and effective— 


—The Cutex container holds 
sixteen large size tubes of the 
hand cream, plus a reserve of 
two tubes in a compartment at 
the rear of the unit. Made by 
Eastern States Carton Division, 
Robert Gair Co., Inc., New 
York City— 


—Hiram Walker's current win- 
dow display on Signet straight 
rye whiskey emphasizes the ag- 
ing in aged wood. The unit is 
lithographed in eight colors— 
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AUTUMN—LOS ANGELES STYLE 


[Continued from page 11] 

The Broadway Department Store (down 
town) window pictured here was designed 
1 Raymond, featuring imported 
British woolens. Despite rising prices due 
to war conditions, woolens seldom fail to 
ippeal to the wardrobe of American women. 
followed the theme in 
having real oak leaves and 


by Stewart 


Raymond seasonal 
this display by 
branches near the principal center of inter- 
est. The buff background lends a pleasing 
contrast to the colors of the 
It might be mentioned in passing that the 


rich woolens. 


ise. ot spotlights instead of floods is be 
coming more and more frequent here. Some 
of the other 
collegiate fashions tor both men and women, 
with pennants, footballs, and 


cleverly dressed miniatures as props. 


windows by Raymond showed 


extra large 
The fine art of gracious and comtortable 
around a corner 
Brothers, one of the 


revolves smoothly 
window of Barker 
‘Modes tor the Home” 
|. Roy Stewart, the 
typical Southern California home set in a 
house. The “Prophetic Modern Fun 
niture” shown is designed by Barker Broth 
ers’ own contemporary art staff. The diff- 
a great deal of subjects 


living 
series. Designed by 
display presents a 


glass 


culty of exhibiting 
without them appearing crowded was over 
come by the use of contrasts. Another dis 
play by Stewart was the rug window shown 
here. Usually a perplexing bit of merchan 
dise to show to advantage, this arrangement 
ot a few swatches of carpeting and a couple 
of accessories combined to effect a most 
unusual display. 


Joseph Kraus Promoted 


To General Sales Manager 
Announcement has been made by Sigmund 
Stein, president, A. Stein & Co.,, 
of the appointment of Joseph M. Kraus as 
Fred FE 


Chicago, 


general sales manager to succeed 
Parry, deceased. 

Kraus, a director of the company, has been 
advertising manager for and 
will continue to direct the company's pub 
known in 


display 


many years 


licity. He is well advertising, 


merchandising, and circles, and is 
actively identified as a 


Chicago civic, communal, and philanthropic 


trustee of several 


irganizations. 


Joseph Kiley Designs . 
Special Displays 

Nearly 200 executives of the Allied Stores 
Corporation met at the Westchester Country 
Club, Rye, N. Y., September 25-29, to see an 
idvance showing of Christmas merchandise 
and methods by which it will be dramatized. 
\ “model department store” was set up for 
their benefit, with particular emphasis being 
placed on following through with display- 
making complete tie-ups between windows 
Joseph Kiley, display 
Boston, 


ind interiors. direc 
tor, C. F. Hovey 


vised the construction and installation of the 


Company, super 


nodel displays. 


Restaurant Chain 
Names Display Head 
Guy Lucas, for the past ten with 
he John P. Harding chain of restaurants in 
hicago, has been appointed manager of the 


years 


hain’s display department. 





















From New Firm 


Maurice I. 


Solomon has resigned as presi 







SIZE 


COLOR 


BRIGHTNESS 


DISPLAY ne 


ERFECT 





= 


~~ 


BOOKS. HATS. SHOES. HOSE, Erc 10 
SUITS, COATS, DRESSES. erc. IS 


FURNITURE 20 


@ BLACKS 2 


WHS = 


PURE COLORS 8 

©) 

CONTRAST S 
c 

™ LTRONG = 

LIGHTING IN USE 

POOR 75 * RUNNING FOOT Ss 

GOOD 200 ’ 10 

EXCELLENT 400 * is 


USE EITHER OF FOLLOWING 
_FOR DAYTIME FACTOR 


FOR NIGHT TIME FACTOR 


AME -” 
SZIGHTE® 


‘SIBILITY FACTOR OF YouR DISPLA 
100 


ViISItBieity 
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for all BIRDSEYE for BIRDSEYE SPOTLITE LAMPS 
REFLECTOR LAMPS 
Wherever a direct light THEATRICAL 
is needed COLOR 
Attractive Finish! 
Susity Deeunteds EFFECTS 
Compact! INSTANTLY 
ACHIEVED 
SPOTLITE 
HOLDER COLORCLIP $ .50 
Pl 12 Standard Colors’ .50 
Plug 6 Special Colors 1.00 
$1.20 
Less Lamp aa , Distributor 
anufacturer 
HANFORD LIGHTING CO.., INC. B. E. SALES CORP. 
345 W. Broadway, New York 366 MADISON AVE., NEW YCRK 
Solomon Resigns dent and general manager of the U.S. Dis 


an organi 
His tuture 


play Corporation, Paterson, N. J., 
zation formed a month or so age 
plans will be announced shortly 


CHART 
















the vis*EYE’ BILITY FACTOR 
FACTORS SCORING BASIS YOUR 
AFFECTING SELECT VALUE APPLICABLE DISPLAY 
VISIBILITY NOER WH v ESIR SCOR 
ba M Ee FOR VEHICULAR TRAF 5 ne i 
o FOR PEDESTRIAN TRAFS K 
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SINGLE ITEM OR LINE iS 
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TOILET GOODS GLOVES. ETC S 
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—Above is the ''Vis-eye-bility Chart" devised by Edward Hodgetts, Union Gas & Electric Com- 


pany, Cincinnati, Ohio, and originally published several years ago in DISPLAY WORLD. 
reprinted here in response to repeated requests. 


displayman to grade his display in accordance 
size, color, contrast, and brightness. 


persons interested in display, particularly by lighting engineers. 


It is 
It will be noted that the chart enables a 
with visibility factors, including time, clarity, 


This chart, incidentally, has been highly praised by many 


Its author is seen in the 


photograph— 
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Animate 
with 


Motion! 


For Display Animation 
SpeedWay Presents: 
eThe MOTIONEER 


-lowest priced electric pendulum unit. 
eFLEA POWER MOTORS 
—any size, any speed, any current. 


eSPEEDWAY TURNTABLES 
—a complete line from 5 to 500 lbs. capacity, 
any speed, any current. 


@EXPERT TECHNICAL SERVICE 


FREE motion mechanism designing service. 





the 
MOTIONEER 











Write for new Catalog showing the complete 
line from the ‘‘Headquarters for Motion.” 
Display Motion Division 


SpeedWay Manufacturing Co. 
1841 S. 52nd AVE. CICERO, ILLINOIS 








CARSTENITE 


a new type of wood panel for 





Distinctive Displays 


Carstentite is all wood, consisting of a 
real wood face, domestic or foreign, 
1/60” or thinner, resin fused to a one- 
piece panel of Masonite, in panels up to 
4x12’ and in thicknesses of 1/16”, 1/10” 
1/8” and 1/4”. 


Carstenite can be obtained in practically 
all woods, both domestic and foreign. 
making available at moderate cost the 
most exclusive wood faces. 


It is a superior material for all display 
uses, such as backgrounds, fixtures, dis- 
plays, booths, interior shops, etc. Sample 
and literature will be sent gladly upon 
request. 


CARSTENITE SALES 


228 N. LA SALLE ST. CHICAGO, ILL. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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Develops Miniature Figures 
Which Can Be "Moulded" 


Jan Morriss, prolific creator of manne- 
quins, statuettes, and figurines, has sprung 
surprise on the industry. In her 
at 210 East 40th New York 
City, she has developed a composition known 


as “Life-Ply,” 


a new 


studios street, 


which is being used in minia- 


ture mannequins called “Norrissirens” by 
their creator. These 94-inch sirens can be 
moulded into many shapes. They bend, 
twist and turn, touch fingers to toes—even 


their heads can be “turned” without losing 
either poise or the head. 

to Mrs. Norris, these tiny 
statuettes, perfect even to their stylish wasp 
it. She 
perfection 


\ccording 


Walists, can take says they never 


and return to thet 
original position without a kink or mussed 


lose their 


curl Mrs. Morris is working on life-size 
“Norrissirens” which, she says, will not 
only be ornamental but economical because 


of their capabilities. 


Helena Rubinstein’s Fifth avenue store, 
New York City, has been the first to use 
these new flexible miniature mannequins in 


a new dioramic display 
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H. H. Littell Resigns 
From Bamberger's 
The resignation of Howard H. Littell as 


display director for L. Bamberger & Co. 
Newark, N. J., has been announced. — Lit- 
tell’s future plans will be divulged very 
shortly. He had been with Bamberger’s 


for nearly a quarter of a century. 

Morris L. Rosenblum is now in charge ot 
display, in addition to his duties as art di 
He will be assisted by R. Safetay 
and by James Downey in the art division. 


rector. 


L. M. Selig 


Dead 

Long a well-known figure in the display 
field, L. M. Selig died in Chicago August 
20. He had been head, for many years, of 


the Botanical Decorative Supply 
325 West Madison street. 


The 


Company 


has been” turned 


companys Ove! 
Misses C. M. Dossing and Charlotte Muller 
with the firm for a number of vears, and 
will be continued as before, according to 
Miss Dossing. 











—_— 


BuT, Boss / j 
NoT ALL oF IT: 


FOUR TRUCKLOADS? 











YOU HEARD ME / 





TOO LIGHT 


use ALL oF IT IN 
THAT DISPLAY 
You TRIM A SALE 
WINDOW ENTIRELY 



















THIS WINDOW \S 
FULL AN 1 STILL 
GOTTA TRUCKLOAD 
LEFT —-__- BUT HE SAID 
USE ALL OF IT, 

SO HERE GOES --- 


















Qe Fe ag, 
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Lester Greenberg Wins 
Hickok Contest 


First prize of $250 in the nation-wide 
Hickok window display contest for sport 
belts has been won by Lester Greenberg, 
Brooks’, Los Angeles, it was announced to 
day by S. Rae Hickok, president, Hickok 
Manufacturing Company. 

Second prize of $100 went to Harold 
Malkson, The Continental, Boston. Third 
prize, $75, was won by Les Blei and Guy 
Wolcott, Nebraska Clothing Company, 
Omaha, and fourth prize of $50 went to 
Hugh McWilliams, Hutchins Brothers, San 
Antonio. Winners of the first four places 
also were awarded trophies. 

Windows were judged on the basis ot 
originality, resourcefulness, and merchan- 
dising ideas, taking the size of the store 
and the size of the town into consideration. 
Contest judges were Clement Kieffer, The 
Kleinhans Company, Buffalo; Bert Bach- 
arach; Harry Resseguie, Men's Wear; Marx 
Levy, president, NARCF, and operator of a 
store at Shreveport, La., and R. C. Kash, 
editor, DISPLAY WORLD. 

Fifth prizes of $25 each went to the fol 
lowing: FE. H. Leeker, Stix, Baer & Fuller, 
St. Louis, Mo.; P. J. Westland, The Hub, 
Steubenville, Ohio; Armand C. Raining, 
Boyd's, Olive at Sixth streets, St. Louis. 
Mo.; A. R. Drake, The H. P. King Co., 
Bristol, Tenn.; John F. Williamson, Ted's, 
\ngola, Ind.; Ernest C. Brown, Spoo & 
Son, Oshkosh, Wis. 

Sixth prizes of a gold front Hickok 
KoiNife went to each of the following: 
Richard A. Staines, The Vandever Dry 
Goods Company, Tulsa, Okla.; Fred Rude, 
Baskin’s, 133 South State street, Chicago; A. 
I. Kalasky, The W. B. Davis Company, 33. 
Euclid avenue, Cleveland; D. M. Tice, Tep- 
per Brothers, Plainfield, N. J.; G. H. Wag 
ner, Brandeis, Omaha, Neb.; Bud Bennett. 
Kolliner’s, Stillwater, Muinn.; Schmitz & 
Gretencort, Aurora, Ill.; Walter Krysto, as 
sistant display manager, and Ambrose Riley, 


> 
y 


display manager, Jordan Marsh Company, 
Boston, Mass.; A. G. Schultz, Croll & Keck, 
622 Penn St., Reading, Pa.; T. Kruse, FE. W 
Edwards & Son, Syracuse. 


Samuel Rodvien Opens 
Display School 


Samuel H. Rodvien will open a_ display 
school at 149 East 42nd street, New York 
City, as of October 16. The establishment 
will be known as the Window Display 
Workshop, affiliated with the Central Edu 
cational Service. Rodvien formerly taught 
display at the Broadway School of Display 


\rts. 


Waldron Meyers Heads 
Englewood Department 
Waldron Meyers is now display managet 


tor the Englewood (Chicago) store ot the 
Bond Clothing Company. 


"Al" Cobb Joins 
Hammond Firm 

Formerly display manager for the Park 
Dry Goods Company, Columbia, Mo., Elvin 
“AI” Cobb has accepted a similar position 
with Rothschild & Hirsch, Hammond. Ind 


DISPLAY WORLD 49 





<_ signs—turnished finished in colors or raw for your own 





MACHINE MOULDED—THIRD DIMENSION 


DISPLAY FORMS 2 


PAPER PULP CELLOPHANE XQ 





Non-Breakable Clear or Colors— 
Light Weight in Any Shape 
Waterproof or Form 





ee BELLS — STARS — BALLS 
AMERICAN MADE 


\ Silver Foil— Frosted Paper — Cellophane 
Saw Xmas Bells 114” to 15” 
Xmas Stars 3” to 24” 
Xmas Balls 3” = @ = 12” 
# ) -® STOCK DISPLAYS — SCROLLS — ART 
FIGURES, ETC. SEND FOR CIRCULAR. Ges AN 


J 3 SPECIAL ORDERS—TO YOUR DESIGN ©) 


Low price third dimensional quantity displays and 


fnishing—to any contormation or relief—to any depth 
with exact detail—nominal die cost—runs from 250 

up—production in five days—write—give model ot 

drawing—specifications—quantities—delivery. 


United Pressed Products Co. 


407 S. ABERDEEN STREET CHICAGO, ILL. 
New York Office Bill Gold —72 Park Place Barclay 7-6982 











Displays Will Look Better 


you use 


EATON 


CLOSE-CROPPED 


GRASS MATS 


As attractive as a smooth, velvety lawn. New dyes that hold their natural green grass 
appearance much longer. New double lock stitch assuring longer wear. 






Standard 3’ x 6’ size available in 28, 32, and 56 rows. Also the new Eaton round mats in 
three sizes. And custom made mats to meet your exact dimensions. 


Order today through your local display equipment house. 


EATON BROTHERS CORP. 


HAMBURG. NEW YORK 
(Formerly Hamburg Floral Mfg. Co., Inc.) 











Se henilhe 
Th, 


ene 


We take pleasure in announcing that we are now at our new location at: 


24 WEST 40th STREET, NEW YORK CITY 
Since 1852 the name ''PALMENBERG" has been synonymous with Display 
Equipment for both window and interior decoration and we trust we may con 
tinue serving you as in the past. 
Call, phone or write and we will gladly co-operate with you in solving any of 
your display advertising problems. 
Telephone i & PALMENBERG, Inc. 
Pennsylvania 6-2600 | ar Be Palmenberg, President. 
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PROFIT-WISE 


DEALERS ARE 
MAKING MONEY 


With This New, Fast Selling Item! 
There Is a Ready Market For 


MOULDINGS 


it opens new 


NEW 


Berlin show you how 
vou, as well 
present customers 


Let Irving 
business fields for 
profits from your 


GET YOUR SHARE OF THIS MONEY- 
MAKING MOULDING BUSINESS! 


Chromium covered moulding — Foil covered 
moulding — Stainless Steel moulding — Auto- 
motive metal moulding — Architectural metal 
moulding — Snap-on metal moulding and Frame 
moulding For Display Booths, Theatres, 
Fronts, Bars, Furniture, etc., etc. 


as bring 





Manufactured by 
314 W. 44th ST, B new YORK CITy, 








Are you one of the 
@ few who haven't yet 
discovered that Show- 
card Artists and Sign 
Men are demanding 


| CARDCRAFT 


The Board That Has Everything 
COMPLETE RANGE 


A surface for every pur- 
pose. 





COLOR SELECTION 


From the brilliant to the 
subtle pastel shades. 
7 


QUALITY 


The supreme achievement 
of master craftsmen. 
* 


ECONOMY 











@ A price to please the 
most critical. 


GET WISE: GET MORE PROFITS 
—STOCK 


Cardcrafts, Inc. 


115 Wooster Street New York City 
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OCTOBER. 


CET 


“"-We Want Members’? 


By JOHN L. KING 
Managing Director, |. A. D. M. 


drive for 1940 is) now 
officers of the 


Men. 


section of the 


The 
under 
International 


membership 


way. Directors and 


Association of Display 
each covering a different 
United States and Canada, are busy in their 
own particular districts. Memberships in this 
The cer- 
members 


organization are not hard to sell. 


tificate of proficiency issued to 
after proper examination of their ability ts 
valuable to any man who intends to remain 
in the display industry. It marks his abil- 
ity as recognized and approved by men wh» 
are at the top. 

What are you doing to help elevate your 
The I. A. D. M. 1s after 
You benefits of 


the organization. 


position ? new 


members. need the many 

It is worth $5 to you or your employer tor 
you to be associated with this organization, 
so how about paying your dues ?—or if you 
have not already been a member, ask for an 
application blank today. 

The following 
Waters, I. A. D. 
district : 

The association’s machinery tor 1939-40 is 


statement is by Graham 


M. director for the secon] 


now completed, ready to begin its work. It 
is ready to start rendering better service to 
the displayman, guided by Joe MeCann, who 
with the organization 
very effort is 


has been associated 
for over twenty-five vears. 
going to be taken to build up a better and 
with new methods 


stronger organization, 


and modern ideas for the welfare of the 
displayman and his profession. 

It is so vitally necessary that we get the 
I. A. D. M. organized into some sizable 


and cohesive group that can speak, act, and 
help you, that every individual displayman 
ought to realize this very pertinent fact and 


be willing to go out of his way in order 


to contribute his moral and. financial sup 
port. 
In other words, every man making his 


living in display should be trying to become 
a part of this present organization instead 
of having to be sold on its value to him- 
instead of holding out his membership. for 
no good reason at all, even, in some cases, 
throwing a monkey wrench into the efforts 
that are being put forth. 

We must always remember this tact—the 
I. A. D. M. and our local clubs never were 
and never anything but the sum 
total of character, strength, determination, 
reputation, ideas, and purpose of their dis- 


will be 


playmen members. 
If the international 
in the past, vou were weak; if it was mis- 


association was weak 
managed, you allowed it to be because you 
failed to give it the right kind of coopera- 
tion. Even the displayman who never joined 
the I. A. D. M. had a hand in the failure, 
as well as those who were members and al- 
lowed it to go partly on the rocks from in- 
attention, lack of interest, and support. 
The international and 
display clubs stand for mutual confidence 
and faith among members. It is the coun- 
for improvement. of 


association your 


foremost 


try *s 


agency 


window and store display and will build to 
morrow’s displaymen. 

It is vitally necessary that every display- 
man give the international organization the 
right kind of cooperation. [t is the only 
way out for display and displaymen; and | 
know that this present I. A. D. M. setup is 
both and capable—that the mere 
assurance of these will be all that 
may be needed to cause displaymen to see 
this matter with the proper view and work 
for it with the same zeal and spirit as_ the 


genuine 
facts 


rest of us. 

Start now to be a booster; influence othe: 
displaymen in your particular field to join 
this organization; get behind Joe MeCann 
and his officers to build up a strong associa 
tion. 


Novel Display Unit 
Used By Macy's 

A “Liqui-Lite” counter display, loaned by 
the Fabrikoid division of EK. [. du Pont de 
Nemours, is attracting much attention at R 
H. Macy & Co., New York City. A check 
on department trafhie indicates that an un 
usually high percentage of shoppers stop to 
examine it. The display is an internally 
illuminated fountain which plays. brilliantly 
luminous streams of colored “liquid light” 
into the air. The smooth streams rise from 
the base box and, as they fall against the 
backboard in a graceful arc, each stream ot 
water actually bends its internal beam ot 
light into a curved path. The smoothness is 
briefly interrupted every few seconds, caus 
ing a burst of brillant light to travel up 
the streams. 

The unit is used to impress upon the pub 


lic that Tontine shades are washable and 
waterproof. The backboard is designed to 
look like a window with a shade pulled 
half way down. The = streams of water 


gently hit the shade, keeping it soaking wet. 
The shade is lettered with the legend 
“Washable Window Shades” and the water 
actually washes over the word “washable.” 

The “Liqui-Lite” effect discovered 
quite accidentally many years ago. The et- 
tect was of no use in its crude form except- 
ing as an occasional demonstration to 
classes in science. It remained tor J. Van 
H. Whipple, engineering and management 
consultant, 79 Jane street, New York City. 
to develop and refine the basic idea and 
to produce a compact and simple display 
unit which is used with much effectiveness 
wherever there is a logical tie-up between a 
product and water or some other liquid. The 
device is simple, requiring only water and 


Was 


plugging into the nearest electric line. 


Birdseye Reduces Prices 
On Reflector Lamps 

Despite the trend to higher prices in. the 
electrical industry generally, Birdseye Elec- 
tric Company, effective October 1, announced 
further downward revisions in the prices of 
many of its reflector lamps. 
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DRAMATIC WINDOWS? 


EASY ENOUGH WITH THE 


33,000 Beam Candle WALLOP 


OF OUR IMPROVED 500 WATT 


FRESNEL SPOT 


‘es9 





LIST PRICE 


$18.00 


flood at 10’ 


eae RANGE— 

From a 2’ spot to a 10’ 
@ VENTILATION— ‘COMPLETE 

Top and Bottom, Front and Back 
@EASY LAMP ACCESSS 

Thru Hinged Front—Saves Time 
@SPRING ea og SWIVEL 

No hot metal knobs to handle 

@BEAUTIFUL STREAM-LINED DESIGN 
@NON-FADE GLASS COLOR FILTERS 

12 Brilliant Tones—only $1.00 each 


For Prompt Delivery—Place Your Order NOW! 


DISPLAY STAGE LIGHTING CO., INC. 


617 10th Ave. New York, N. Y. 


IT IS YOUR LOSS 


If You Don’t Write for Our Catalogue, 
Samples and Price List 


F. D. GOODLANDER 
BOX 233 WABASH, IND. 
Manufacturer of Claycoated Showcard Boards 
Jobber of Sign & Showcard Writers 
Brushes and Supplies. 














EVERYTHING FOR THE STORE IN 
DISPLAY FIXTURES 
AT FACTORY PRICES 


Write for our 36 page 
Catalog. It is FREE! 


THE FIXTURE MART Ine. 


314 W. JACKSON BLVD. CHICAGO 








SMILAX... . 
LAUREL ROPING . 


Satisfaction guaranteed as we are the in 
troducers of Southern Wild Smilax, and 
have been supplying displaymen with dec 
orative evergreens for over half a century 


CALDWELL THE WOODSMAN Co. 


EVERGREEN, ALA. 


Per Case $4.50 
Per Yard 10c 














“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. Sth and 6th Ave. Phone Wi 7-8485 


JANOPLATES* 


(See bottom photo, page 6) 


Aluplast, Transparol, Excelsior Chessboards 
and Other Novelties 


JANOWITZ DISPLAY CO. 


6 West 32nd Street New York, N. Y. 
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wish to make 


Question: We 
size leaves ot 


some over 


tabric, to resemble gigantic 
finished. Can 


this ? 


palm leaves when you sug- 


gest some method of doing Chicago 

[llinois. 
\nswer \ 

York City 


building 


New 


leaves by 


large display studio in 


makes over-size palm 


moulds of the size and 
Muslin is 


glue size and laid in the 


wooden 


shape desired. then 


dipped mm 
moulds until the 


leaves have hardened. 


make 


simulate 


Question: Can vou tell us how to 
imitation icicles which 


the real thing? We 
of Christmas 


will closely 
need them for a series 
windows.—Boston. 


\nswer: A method frequently followed in 


motion pictures is to cut into 
strips of the length, 
ot the together, 


stlicate, or 


cellophane 


proper gather a number 


strips and dip into sodium 


water glass The number ot 


strips will determine the thickness of the 
icicles, which, after drying, are hung = up 
about the display as needed. 

Question: Can you suggest some unusual 


form of Christmas decorations for a city's 


strects >—Yankton, S. D 

\nswer: Some very distinctive “boulevard 
lamps” are in use at the Golden Gate Inte! 
national Exposition. They were made by 


this 
as desired and 


soaking canvas in glycerine 
stitfened 


and glyptol; 
material is colored 


bent around standards in the selected shape 
The effect is very good when the canvas ts 
lighted from within. 


Christ 
want to make up 
to be 
formula 
Montreal, ¢ 
first 


some 


Question: In connection with out 
mas displays this vear, we 
some original designs which are etched 
on glass. Can give us a 


able 


Answer: The 


you suit 


for this etching ? anada 


covered with 


glass 1s 


beeswax, paraffhine, or acid-resisting 


ink or varnish. The design is then etched 
out of the wax by means of a knife or othe 
suitable instrument and the glass is dipped 


in hydrofluoric acid, which eats away the 


glass at those parts where the wax has been 
cut away. 








You spend good 


€ ARDBOARD money for adver 
tising cutouts or 

. EASELS ang merchan 

lise displays It 

is economy to use the aed. Pat Easel, with 


special lock feature which insures it against fall 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
l display card. Write for samples today 


11V« your 
Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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i present smart 
merchandise on poot 
displayers is like 
putting pearls on 


9 
a sow $s eai. 


CATALOG NO 60 SENT ON REQUEST 








Composition Plaster 
Display Items 


Bells illustrated, 14” high 
White or Silver 


Price 81.85 Each 
Write for Information on Other 
Items Available 
Also Special Designs Made 
to Your Individual Order 
Hugo H. Bietz Displays 
437 W. Main St. Ravenna, Ohio 
















Send for the 


“In 1891 


AIR BRUSH 
CATALOG 


“THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 











GLASS SILK (SPUN GLASS) 
Beautiful Waterfall. Ice and Snow Effects, Motion 
Displays with and without Colored Lighting Pure 
White—Fireproof and Verminproof 

When You Attend the New York World's Fair 
Be Sure to See Display at our N Y O ffice 
Manufactured by 


FRIEDRICH & DIMMOCE 


Factory: Millville, N. 
Sales Office: 7 East 42nd St., ‘Tn York 
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MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 








SANTA LEDGE UNIT ---X339 


Size 47” High, 69” Wide 
White Reytrim Processed Brilliant Colors 
See It at Your Service Wholesalers 


THE REYBURN MANUFACTURING CO.., Inc. 
Display D-vision 
PHILADELPHIA 


New York — Chicago 

















TRANSPARENT MIRROR 


One-Year Written Guarantee 
On & Off, Dual, Third Dimension, Convex, Cor 


ave, Globes, Flat. Any size, shape, or density 


Transparent Mirror Corp. of America 
105-7 LORIMER ST. BROOKLYN, N. Y. 
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Bietz Opens 
Display Studios 

Hugo H. Bietz has opened a display shop 
in Ravenna, Ohio, after several years’ ab- 
sence from the display field. 

The new firm is equipped to turn out any- 
thing in the display line, including cast plas- 
ter objects. Bietz has also done 
murals, the 


scenes for the 


many 
large 
American Bowling Congress 
A former student of the Art 
Institute in Chicago, he has had experience 


most recent being S1X 


in Cleveland. 
in all branches of art work. 
Display Contest 


For Mallory 
The Mallory Hat 


Conn., has 


Company, 
national window 
display contest which will end in Novem- 
ber. Awards of $100, $50, and $25 will be 


made for the first three prize winners in 


Danbury, 
announced a 


each of three groups, based on population 
Judges are Bernard B. Green, Ivel Displays; 
Lester Rondell, Tracy-Locke-Dawson; R. J. 
Patterson, Hat Life. 


The DISPLAY PARADE 


OCTOBER, 1939 


New Display Company 
Is Formed 

Kulka Electric Manutacturing Compan 
recently opened in large quarters at 108 East 
16th street, New York City, for the manu 
facture of cord sets and displays tor us: 
with them in flashing or non-flashing ele: 
tric display signs in quantity. 

Eugene R. Kulka, E. E., 
was formerly design and electrical engine: 
for the C. D. Wood Electric Company, New 
York. He is assisted by his brother, Wil 
liam Kulka, who was also identified wit! 
the Wood Company for many years 


general manage! 





Motion Display Division 
Opened By Novelty 
The Novelty Manutacturing 

1265 Broadway, New York City, 
opened a display motion division. 
department not only makes and jobs motion 
displays, but serves as importer for a Swiss 
battery turntable manufacturer whose 194! 
model has just been placed on the market 


Company 
recent! 
The new 


Novelty has just released a new catalogue 
copies of which are available on request. 





BIW HOB SE-BACK). PAVOBIE HOBBY, 
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oe 
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BORN IN BRITISH COLUMBA..... 
ie CAME TO CHICAGO T0 THE 
4 (WRE W WADDN YEP 
Yo ORS ULY LILAV DE 
IN WHY HE JAE WORKED... 
PBST AS WINDOW POY THN 
ASS/STAN]— LUSPAY MO, 
YNCE 19R28....... 


DAW DO) 
WSLLAY YHREC/] OR FOR 
LABSON (WHE SCO’7 & CO, 

CAVCACO Ml. 
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by Anthony Brinker 
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GLITTERING FALL FASHIONS 
DOMINATE FIFTH AVENUE 


[Continued from page 7] 

Back of the counter simulated shelves 
vere painted in mahogany tone on a white 
panel and along them ranged rows and rows 
of bottles done in light gray wash = with 
highlights of color, all neatly labeled. The 
built-in shadow box in the center holds an 
ornate jar (for decorative purposes only) 
labeled “Toilet Articles,” and directly over- 
head and in the window foreground are the 
pestles and mortars used in the mixing of 
drugs —these also authentic pieces. The 
uted column with swinging sign is ma- 
hogany color, the floor covered in black and 
white simulated — tile. \ccessories-under 
glass supplement the featured 
which the gold-bordered card discusses as 

the tiny fitted carriage jackets, the vogue 
for soft olive green? News again, in town 
tailleurs.” The equipment in this setting 
was by courtesy of David Costello, New 
York City. 

In direct tie-up with the fashion heading, 
the first window actually reproduced a row 
of old-fashioned, high-stooped brownstone 


costumes 


houses as the setting for a gala evening 
party and another one recalled memories of 
leisurely shopping days at Altman's by 
bringing an antiquated sales counter right 
into the window, with a “floorwalker” in 
morning coat hovering solicitously over two 
affluent members of the carriage trade. 

Across the rich mellow colors of the tall 
display canvas, Tom Lee of Bonwit Tellet 
dashed a gay color promotion ot “Flannel 
Red... borrowed from grandmother's 
clothes-line to ignite your fall) wardrobe.” 

Plaving up the humorous note struck in 
the fashion text, Lee strung the merchandise 
ilong a pulley-line running diagonally trom 
the fire-escape on the background to the 
right foreground of the window—its down 
vard pitch creating an interesting illusion 
tf high altitude in the setting. As a foil for 
the vibrant red, the litthe wooden fire-escape 
omplete with ladder and the center panel 
around which it is built are in) monotone 
eray—the walls remaining their standard 
pale green. A red-pajamaed Juliet has ap 
parently just stepped out on this plebian bal 
cony for a breath of air or a glimpse of the 
surrounding rooftops, a sleek tur jacket 
tossed casually over her shoulders and a 
bunch of red posies in her hahd. 

Highlighted in this, and the three adjoin 
ing windows which complete the promotion, 
is Helena Rubenstein’s new Flannel Red 
make-up 

Carrying on the same mood of sumptuous 
elegance that characterized the “Brownstone 
\ge” series, Altman's set the stage for the 
October wedding—both formal and_= after 
noon—with three windows on either side of 
the main entrance devoted to each. 

While the “portrait” bride makes her ap- 
earance in the adjoining window, “Present 
it the Wedding” in this display are the 
guests in “lavish furs and formal furred 
suits . the new look of lace-trimmed 
vools . . . black velvet the gleam of 
Providing the conversation 
piece for admiring onlookers is the beauti- 
tully appointed table with its rich lace cloth, 
gleaming silver services and the traditional 
wedding cake (by 


metal lame.” 


many-tiered Louis 


DISPLAY WORLD 


Sherry) holding the place of honor and 
around which the guests are assembled. 

The backwall, which runs continuously 
the length of the three windows to create 
the effect of a spacious high-ceilinged draw 
ing room, is finished in French gray with 
white and gilt dado and moulding, and gilt 
wall candelabra supplementing the light of 
the glittering crystal chandelier. The rugs 
covering the parquet floor of each of the set 
tings are genuine Aubussons on sale in the 
store—as are nearly all the appointments in 
this and the windows devoted to the display 
of the bride's gifts. 
of display. 


Louis Villela is director 


Vernon H. Jones Joins 
Old King Cole 

Old King Cole, Ine., Canton, Ohio, an 
nounces the addition to its force of Vernon 


H. Jones. Jones was connected with the 


W. L. Stensgaard & Associates, Inc., organi 
zation for the past six years in an executive 
capacity. 

Prior to his connection with Stensgaard 
he was associated with the sales promotion 
and display 


departments of Montgomery 


Ward & Co., two years of which were as 
assistant to Carl Haecker in charge of soft 
line displays. 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED BY 
THE ACT OF CONGRESS OF AUGUST 24, 
1912, AND MARCH 3, 1933 


of DISPLAY WORLD, published monthly at Cin 
cinnati, Ohio, for October 1, 1939 

State of Ohio, County of Hamilton 

Before me, a notary pubiic in and tor the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the secre 
tary of DISPLAY WORLD and that the fol 
lowing is, to the best of his knowledge and belief, 
a true statement of the ownership, management 
etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act 
of August 24, 1912, as amended by the Act of March 
3, 1933, embodied in section 537, Postal Laws and 
Regulations 

l That the name nd addresses of the pub 
lisher, editor, managing editor, and business man 


agers are Publisher, The Display Publishing 
Company, 1209 Sycamore St... Cincinnati, Ohto; 
editor, R. C. Kash, lev Sycamore St., Cincinnati, 


Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 


2. That the owners of The Display Publishing 


Co., 1200 Sycamore St... Cineinnati, Ohio, are: 
H. C. Menefee, 1209 Svcamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Kaymar Blvd., Cincin 


nati, Ohic; Stella Stlverblatt, 729 S. Crescent Ave., 
Cincinnati, Ohio 


3. That the known bondholders, mortgagees, and 
other security holders owning ot holding l per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none so state) 
There are no bondholders, mortgagees, or security 
holders. 

4. That the two paragraphs next above, giving 


the names of the owners, stockholders, and security 
holders, if any, contain not only the list of stock 
holders and security holders as they appear upon the 


books of the company, but also, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation fot 
whom such trustee is acting, is given; also that 
the said two paragraphs contain such statements 


embracing affiant’s full knowledge and belief as te 
the circumstances and conditions under which 
stockholders and security holders who do not ap 
pear upon the books of the company as trustees, 
hold stock and securities in a capacity other than 
that of a bona fide owner; and this affiant has no 
reason to believe that any other person, associa 
tion or corporation has any interest, direct or in 
direct, in the said stock, bonds, or other securities 
than as so stated by him. 

NATHAN SILVERBLATT, Bus. Mgr 

Sworn to and subscribed before me this %th day 
of October, 1939 
LEO B. NEYER, 
Notary Public, Hamilton County, Ohio 


(My commission expires March 4, 1940.) 














THE HAZARD OF 
BREAKAGE 


So tar as valuable mannequins are concerned 
is now definitely dispelled, by Genuine 
Rubberlite.” used exclusively in the making 


” PROFITA MANNEQUINS 


Chese charming numbers, created by Elsa 


Proftita reflect the ultimate in smartness, 
glamour and chi Kivht choice styles, with 
interchangeable arm, leg and body features 
ifford a w:de vartety of poses at minimum 
Investment 

“Rubberlite is a latex composition vul 
canized in terrific heat It is not to be 
confused with so-called rubber figures, as 
Rubberlite is a time-tested pr 


vluct with a 
background § of seven year ot successtul 
icceptance by the trade 

“We guarantees ind will prove to you at 
our expense that Rubberlite will not shrink, 


warp or crack 


Have our representative call or write. 


DURABLE DISPLAYS, INC. 


Factory Showroom 
2010-2018 S. Halsted St. 4 W. 37th Street 
Chicago New York City 














EARN 
MORE 
MONEY 


STUDY 


WINDOW DISPLAY 
ADVERTISING & 
CARD WRITING 
BY CORRESPONDENCE 
Easy Monthly Terms 


THE KOESTER SCHOOL 


300 W. ADAMS ST., CHICAGO 
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Think tis over... 








\round this time of year the most talked 
of question in display circles is: “What will 
be the big sensation this Christmas 7” The 
bells have been ringing for two years and 
the snow has been blowing since last vear, 
so what will really be the big item this sea- 
son is a question of wonderment when dis- 
playmen meet. Reindeer, according to one 
manufacturer, will be the main thing in New 
York City as well as many other cities. The 
Packard Motor 


launched a 


Company has already 
advertising campaign 
showing a large picture of Santa Claus say- 
ing: “$867! That settles it, PI) sell my rein- 
Perhaps if Santa sells his 
Packard, 


have an over-supply. 


clever 


deer!" reindeer 


and buys a the displaymen will 
For years the adver- 
tising agencies have been trying to sell Old 


Saint Nick 


tation, but he 


Various new ways of transpor- 


and his reindeer are symbols 
that live on and on. 

I have always thought that displaymen in 
search of Christmas often 
symbol of all 
One 


something for 


neglect the most magic 


Santa Claus, himself. eastern manu- 


By FRANK G. BINGHAA a 





facturer, realizing the possibilities of this 
grand old character, has built him out of 
rubber in a sitting pose 6 feet in 
height. He is mechanical and laughs and 
laughs in great This should be a 
fine attraction. 

One State street store will have a toy dis- 
play that will be a super-attraction and per- 
haps become the greatest toy window ever 
viewed by the children and grown-ups. of 
Chicago. The showmanship behind this dis- 
play will no doubt make it sweep the coun- 
try tor Christmas 1940. Many of this year's 
toy displays will be tied-up with motion 
picture attractions such as “The Wizard of 
Oz; and Walt Disney's 
“Pinocchio.” 


sponge 


glee. 


“Gulliver's Travels,” 


remark to me on 
treat them—no 
courtesy whatsoever and seldom taking time 


Display salesmen often 


the way some displaymen 


to see what they have in their lines. Emer- 
son once said, “Life is not so short but that 
Treat- 
ing salesmen with courtesy and respect has 


there is always time for courtesy.” 





OPPORTUNITY EXCHANGE 








DISPLAYMAN WANTED 


\ growing men’s shoe chain ts considet 
ing operating its own display department 
and is interested in the services of a 
practical man capable of executing dis 
play work and also running the depart 
ment. Only applicants with experience 
and between the ages of 25 and 35 need 


If | Weren’t an Ambitious 


young man ot 25 vears I 
writing this ad. | would like to work in 
a display dept. where [ could learn dis- 
play as it should be done. Have had six 
vears’ experience ina small-town ladies’ 


wouldn't be 








WANTED—A-1 displayman and card 
writer for men’s wear, under 35 vears o. 
age, capable ot floor. Salary 
and commission. proposition. 
McVICAR-KUHL CLOTHING CO. 
Wichita - - - - Kansas 


selling on 


: lies ready-to-wear store; part in display and 
appl In sending m applications, please advertising Present employer as reter 
list complete experience, personal history ssaine 
and background. Address all applica 
tions to ‘6 ” 

“Ss GC.” Address “‘W. I. 

gh s Care DISPLAY WORLD 

Care DISPLAY WORLD 
FOR SALE—One miniature mechanical Merry 


go-Round, 6-foot diameter, complete with mod 
eled horses, motor, gears One ten-car Ferris 
Wheel, over 6 teet high, complete. One &-foot 
modeled papier mache Santa Claus figure, seated, 
full-round. One 10-foot standing Pirate figure 


full-round papier mache. Above items suited to 
toy dept. display. KRONBERG DISPLAY STU- 
DIO, 520 N. Sylvania Ave., Ft. Worth, Texas. 








ADVERTISING—-HOME STUDY—The Adver 
tising Minded 
the most 


Displayman is qualified to make 


moneys Many have yvraduated fron 
this) long established school Common — schoo! 
education sufficient Send for free booklet out 


lintng home study course and requirement 


PAGE-DAVIS SCHOOL OF ADVERTISING 





WantA Better Job? Learn Window and Interior 
Store Display. Showeard Writing. Background 
Design, Retail Advertising Sales Promotion 
Advertising Copy and Layout. Courses for begin 
ners and professionals Individual. practical 
training. Placement Sooklet DW 


DISPLAY INSTITUTE 


opportunities 








3601 Michigan Ave., Dept. 2666 Chicago 119 W. 57th St., New York Columbia 5-5519 
COURSES in Window and Store Display. Back 

ground Design: Merchandising Ideas; Exhibi WANTED 

tion Displays; Show Card Writing: Advertising Second Hand Show Card Machine 
Copy and Lavout Personal Training—Individ 


ual Advancement No Correspondence Courses 


THE RAY SCHOOLS 
William F. Ray, Pres ; J. Duncan Williams, Dir. 
Dept. DW, 116 South Michigan Blvd., Chicago. 











11”x14") size preterable. Will) consider 


14”°x22” size. Address 
“CARDS,” care DISPLAY WORLD 
175 Fifth Ave., No. 1101 New York City 
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helped many a displayman to better himselt 
and I have yet to hear of it ever doing a 
displayman any harm. Unless you take 
frequent trips to the display markets, con- 
tacting salesmen and viewing their 

is the only way to keep up with the fast 
changing tempo of modern display. One 
salesman recently told me that the biggest 
men in the business are the easiest to see, 
which I think somewhat explains the reason 
for their positions. Courtesy and an open 
mind are successful assets and it would 
do well for displaymen to acquire 
them. 


goods 


some 


Allan A. Wells, manager, Sales Promo- 
tion Division, National Retail Dry 
Association, in speaking before the recent 
International Display Men 
convention said: “Now, newspapers are our 
very best medium and [I have no intention 
of disparaging their usefulness. But what 
results do we get? Well, advertising never 
claimed credit for any than 20 per 
cent of the That means 
one customer or one transaction out of five 


Goods 


Association of 


more 
day's business 
How do those other four sales happen to b« 
on the tallies every night? You can't be 
certain, and neither can I, but it should be 
safe to credit at these 
tomers or transactions directly to windows 
and interior displays.  And_ that 
wondering whether we are right in allotting 
to total display only 15 per cent as much 


least one ot cus- 


leaves me 


money as we give to newspaper space alone.” 
haven't and 
the above paragraph at least a 
times, you should do so now before you get 
with Christmas. 
wisest and most truthful words spoken in 
years for the advancement of display. In 
next 


If you already read reread 


dozen 


too busy They are the 


stead of stuttering around for words 


time when need money for your dis 


plays, remember the words of Wells. 


you 


Louis E. Summerton, who has been oper 
ating his own display service and was for 
merly with the Moore Dry Goods Company, 
joined the Kisbet 
Tenn., as dis 
frienls in th 


Memphis, has recently 
Department Store, 
play manager. 
display profession who have missed him at 
this will be 
attended the 
Summerton’s 


Jackson, 


To his many 
conventions welcome 
who 
will 


recent 


news. Those Cinecinnat! 


convention remember 
grand speech thanking his boss tor sending 
him and thanking’ the 
Club tor him 


This was unique because many 


Cincinnati Display 


showing such a good time 
displaymen 
simply regard their presence at a convention 
with expenses paid by the store as a matte! 
of course, but to those of us who have 
paid our own way at one time or another 
a convention trip on the house is— still a 
grand thrill This what Summerton 
thought and getting to his feet and express 


made a big hit 


Was 
ing himself regarding it 
Phis incident was one of the many 
lights at Cincinnati made the 193¢ 
convention one to be long remembered. We 


high 
which 


salute this unique speech maker, one of the 


country’s foremost card writers, nationall 


known display prize winner, humorist, and 
now display manager at Kisber’s, and wisl 


him the very best of luck in his new position. 


(Editor's note: A group of Summerton’s 
show cards will be found on page 30° ot 
this issue.) 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 28] 
a better adhesion of the flock. The color 
in this case should be used as thick or as 
heavy as possible as it comes from the con- 
tainer. Contrary to general opinion, the 
mesh of the silk used for this type of silk 
screen work should be as fine as possible, 
preferably a 12 or 13XX, instead of the very 


coarse meshes. The coarse mesh leaves 
squares or silk marks, while the fine silk 
gives better coverage. The flock will not 


cover as well when coarse mesh is used. The 
squeegee should be rounded slightly and 
less pressure should be exerted in squeegee- 
ing as this causes the deposit of a heavier 
film of paint over the object to be flocked. 

Flock should always be applied as soon as 
possible after application of the adhesive or 
before the surface of the adhesive films over. 
A special flocking booth can be economically 
built as seen in Figure 2, with a small elec- 
tric fan and a cardboard box. It is always 
well to remember that it is not practical to 
try to “patch” certain spots that have not 
been covered, as this gives a raised effect 
where the patching has been done. 

In cases where a great amount of colors 
is desired, such as illustrating a mackinaw, 
the entire colors are with a flat 
type of silk screen color onto the surface in 
their natural colors. Over this 
then screen a coating of over-print varnish, 
which should be a thick screening type of 
varnish. On top of this the usual type of 
light gray flock is placed, a very 


screened 


surface we 


white or 
short nap being preferred. 
will then show through, giving the effect of 
the flock having these various colors. Pa 


The colors below 


pier mache items, such as Santa Claus fig- 
can be 


flocked, 


ures used around the holidays, 


coated in on certain portions and 





—Animated scenes from Paramount's new 


feature-length Technicolor 
Travels,” will appear in department store displays this Christmas season. 


DISPLAY WORLD 


thereby creating the effect of a cloth coat 
or clothing for the figure. 

Many uses for flock are being found daily. 
All its true and economical uses have not, 
as yet, been entirely discovered. As it is, 
however, it affords the thoughtful display- 
man a novel and useful tool in his display 
armamentarium, while for the display studio 


it offers an added and_ profitable market. 
Novel Application 
Of Snow And Flitter 

Application of artificial snow and _ tinsel 


flitter in the production of 6- and 
8-foot-high panels has been successfully ac- 
complished by Greggory, Ine., 8&8 East 
Kinzie street, Chicago. 

The firm’s artisans have been able to take 
two materials and work them 
into the design of the panels in such a man- 
ner that the and flitter add a touch 
of “realism” to the art work. 

A small sample presentation, 
with a copy of Greggory’s 24-page Christ- 
booklet, can be obtained by writing 
direct to the firm. 


mass 


these basic 
SNOW 


together 


mas 


Christmas Catalogue 


For Schack 

The Schack Artificial Flower Company, 
319 West Van Buren street, Chicago, has 
just released a new and very complete 
Christmas “Flower Book” covering a_ full 


line ot decoratives for the holiday 
Copies of the four-color brochure are avail- 


season 


able on request to the company 


Block & Kuhl Appoints 
Linden Elswick 

Linden Elswick has been named display 
manager for Block & Kuhl, Aurora, Ill. He 
was formerly with Inter-State Stores. 


ey VY & 


cartoon, ‘Gulliver's 


The $1,590,000 pic- 


ture, designed by Max Fleischer Studios, is scheduled to open December 5 in New York City. 
A series of twelve window displays, recreating in moving rubber figures this Hollywood version 
of a favorite childhood classic, has been constructed by the Gardner Displays Company, Pitts- 


burgh, Pa., which holds exclusive rights to the reproduction. 
The effectiveness of the displays is enhanced by the use of 


between the rival kings, is shown. 


a new material, foam rubber, for the human figures. 
assertedly enables superior moulding with sharper detail in faces and costumes. The 


One of the scenes, the conference 


This rubber, patented by Firestone, 
rubber 


is soft and gives the animated figures a flexible realism— 
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Goodman New Balloon Sleeve Form |2 

Patent No. 1,808,459 

Where To Use Them. . . “EVERYWHERE” |},, 

1. Men’s suits, drapes, topcoats, robes . $3.00 Ix 

2. New Balloon for men’s & Palm Beach 3.25 |ts 

3. Women’s jackets, coats, sportswear 2.50 

4. Boys’ suits, coats, robes, sweaters 2.50 as 
" GOODMAN GUARANTEED TURNTABLES ts 
rm) 5—500 lbs... .$7.50—$55.00 > 
iol Unbreakable mirror display .. . extra = 
" charge. “‘No Window Complete Without.” 
a Flexible 
=! GOODMAN sieve Form COMPARY jc 

makers of the famous 

Z| Goodman Patent Sleeve Forms Motion 
= 19 West Mth St., New York, N. Y. > 
: Distributors Wanted e 








GENERAL SNO FLAKES 


LOOKS LIKE REAL SNOW 
NON-CRUSHABLE 


80 LBS. $8.50 
40 LBS. $4.75 


GENERAL DISPLAY CORPORATION 


Carew Tower, Cincinnati, Ohio 








Write on Company Letterhead for 
Your Copy of “Display Sketches” 


Jobber Territories Open 














DISPLAY PLYWOOD 


AETNA has complete stocks plywood for dis- 
play building. BENDING PANELS in Gum. 
Birch, Basswood, Philippine Mahogany (Lauan). 
Figured Gum and Walnut. 

WALLBOARD PANELS in Fir. Gum. Pine. Birch, 
Mahogany and Walnut. Regular panels in all 
the above woods and thicknesses. Also, Avo- 
dire, Birdseye, Curly and Select white Maple. 
Oriental, Prima Vera. Satinwood, Zebrawood. 
Send for free catalog. Orders shipped same 
day received. 


Aetna Plywood & Veneer 
1729 ELSTON AVE. CHICAGO 


HEXCHROME 
COLOR.IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co. 


1214 W. Madison St. 
Chicago, IIl. 














DESIGNER & MANUFACTURER 


Forms Mannequins 
JEANNETTE DISPLAY STUDIO 


1718 Navarre Road, S. W., Canton, Ohio 











TURNTABLES 


BATTERY DRIVEN TURNTABLES: Model 1940. 

ELECTRIC TURNTABLES: For A.C. & D.C. Capacity 

5 to 500 pound loads and diversified actions. 
Write for October Catalog 


NOVELTY MANUFACTURING COMPANY 
1265 BROADWAY NEW YORK, N. Y. 


America’s Most Complete Line of Electrical 
and Mechanical Display Specialties. 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


be glad to supply the latest authentic informa- 
tion about anything in the display line in 


you are interested. If you do not find 


your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


C0 Air Brushes 

) Airpainting Equipment 
| Animated Signs 

() Artificial Flowers 

() Artificial Snow 

[) Backgrounds 

() Background Colors 

{|} Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

] Display Furniture 

} Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

-) Socks— Window 

-] Show Cards 

Show Card Colors 
Show Cases 

] Show Case Lighting 

] Signs—Card Holders 

] Signs—Brass—Bronze 
) Signs—Electric 

| Sleeve Forms 

Stencil Outfits 

] Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 

[]) Turntables 

[) Valances 

(] Wall Board 

[] Window Drapes 

_] Window Lighting 

[) Wood Carvings 
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C) Do you wish a copy of their catalogue? 
([} Do you plan to remodel your store soon? 
[) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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Display Manager 


State 
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OCTOBER, 1914 


Charles L. Speed, veteran department store 
displavman, was placed in charge of the 
display department of Goodrich Tire & 
Rubber Company, Akron, Ohio. 

American displays with a war tie-in began 
making their appearance. Among them was 
one by Ellis Hansen, for Wurlitzer’s, Chi- 
cago, entitled “Songs of all Nations,” fea- 
turing the flag-draped picture of Woodrow 
Wilson. Tasty festoons of plaver piano 
rolls furnished the final touch. 

Charles De Vausney was display manager, 
“bargain table manager,” and sales manager 
for the Simpson-Crawtord Company, New 
York City—all at the same time, believe it 
or not. 

Among the display club meetings held 
were the following: California Display Man- 
agers and Window Trimmers Association, 
Los Angeles, with 103 present; Greater New 
York Display Mens Association, during 
which a stereopticon lecture on Christmas 
displays was given by FE. Dudley Pierce, 
Sibley, Lindsay & Curr, Rochester, N. Y., 
and the “Two I” Display Club for display- 
men of Galesburg, Ill, and Burlington, 
lowa. 

Trade papers were asking that the word 
“displavman” be used instead of the term 
“window trimmer.” 


OCTOBER, 1929 


L. D. Eekenrode, The Detroit) Edison 
Company, was elected president of the De- 
troit Display Mens Club. His staff of offi- 
cers included Harry Holms, Friedberg’s, first 
vice-president; H. N. Long, Bedell’s, second 
vice-president; W. B. Weaver, Schmidt & 
Schroeder, secretary-treasurer. 

Formerly in charge of display for H. L. 
Coholan, Inc., Yakima, Wash., W. H. Field 
became display-advertising manager — tor 
Rumbaugh’s, Everett, Wash. 

J. Allyn Dean resigned his position with 
The Crescent, Spokane, Wash., to join H. C. 
Capwell Company, Oakland, Calit. 

\. A. Hansen resigned as display manager 
for Frank & Seder, Detroit, to open his own 
display studio. 

\. ©. Hewitt, Ben Selling Company, 
Portland, Ore., was reelected president. of 
the Pacific Coast Association of Display 
Men at the organization's sixth annual con- 
vention, held in Portland. H. B. Kelly, 
Ditter Brothers, Yakima, Wash., was elected 
first’ vice-president; Bert) Smyser, Smyser 
Display Service, Tacoma, second vice-presi- 
dent; A. L. Sweet, C. C. Anderson Company, 
Boise. Idaho, third vice-president; Adrian 
Delsman, Frederick & Nelson, Seattle, see 
retary-treasurer 

Howard W. Buck, formerly on the dis- 
play staff of Block & Kuhl, Peoria, IIL, be- 
came display manager for  Herndon’s, 
Springfield, Il. 

L. ©. Hendryx resigned from Ritter & 
Meyer, Youngstown, Ohio, to become dis- 
play manager for Steefel Brothers, Albany, 


New York. 
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Pat Lasting Sales-Punech 
into Booths - Displays —- Signs 


with sparkling Bakelite Laminated 










Consider these advantages 
of Bakelite Laminated 
1. LONG LIFE—a true economy. 


2. MINIMUM MAINTENANCE 


—cleaned as easily as glass. 


3. ENDURING RICH COLORS 
—that are integral with the material 
and cannot wear off. 


4. SPARKLING LUSTRE 
5. TRANSLUCENT OR OPAQUE 


6. NON-FLAMMABLE 








rOW you can build displays and 
XN signs that will retain their original 
beauty and sales-effectiveness for years, 
if necessary, without marring or dete- 
rioration. By using Bakelite Laminated, 
you get sparkling, colorful surfaces that 
stand the gaff of display service... and 
come up smiling! 
Indoors or outdoors, Bakelite Lami- 
nated signs, displays, booths or exhibits 


Western Union booth in Empire State Build- 
ing, New York, with sides and counter top 
of durable Bakelite Laminated (Formica). 


7 WESTERN - 
: UNION 
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Permanent booth in the Merchandise Mart, Chicago. Complete exhibit, including luminous 
sign, built from lustrous Bakelite Laminated (Formica). 


7. EASILY FABRICATED 


—with standard tools, 



















8. RESISTANT TO: 
Water Alcohol Acids and Alkalis 
Washing Compounds Burning Cigarettes 


Impact Abrasion 


require a minimum of maintenance. 
They withstand sunlight, constant han- 
dling, moisture and wear... and require 
no care but occasional washing with a 
damp cloth to remove fingerprints and 
grime. 

Give your display pieces longer life 
and lasting sales-punch by employing 
lustrous. durable Bakelite Laminated. 
It is available in many colors and pat- 
terns, and in translucent and opaque 


types. Write for informative booklet For display building, thin sheets of 


35L, “Bakelite Laminated”. enduring Bakelite Laminated may be 
B ikelite Corpor ition, 217 Park Ave., New York permanently bonded to plywood, wall- 

Chiceues. 4 Bgae OMe: Sivecs board and other surfaces. Can be curved, 
Bakelite Corporation of ¢ anada, Ltd., 163 Dufferin St., Toronto inlaid, cut, drilled or punched. Its in- 
Electrical Specialty Co., Inc., San Francisco, Los Angeles, Seattle herent color and rich lustre make fur- 


ther finishing unnecessary. 
Visit the Bakelite Exhibit, Hall of Industrial 


Science, New York World’s Fair 1939 
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PLASTICS HEADQUARTERS 
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DENNISON CHRISTMAS SYMBOLS ~~ But one of the 
many complete fabricated backgrounds for display pur- 
poses. This background is 40” high, 50” wide, packed 


singly, 3 colors on a colored background, 


j eng fabricated Christmas backgrounds, Taf- 

fetex, and Velure are but a few of the many display 
papers, rigid, corrugated and crepe available in Sherwin- 
Williams Branches located in 128 cities. Complete stock 
and delivery facilities of everything needed for the display 





trade—plus a technical service of trained experts on paint- 
ing application, screen processing, and airbrush work are 
part of the S-W Graphic Arts and Display Division. Remem- 
ber, if it’s for a display purpose—see your nearest Sher- 
win-Williams Branch. 

Following are but a few of the many nationally known lines for whieh S-W 
Branches are national distributors: Brischograph — Claremont Flock — 

Grumbacher Artist Brushes—Irving Berlin Mouldings—Kressilk Products DENNISON TAFFETEX 


— Lightnin’ Tackers — Sunray Papers — Nu-Film — Paasche Air Brushes — 
Quali-Craft Boards. 





For a satin or silk effect in window 
or background treatment, Taffetex can be draped easily, pleated, 
puffed or crinkled. 6 colors including gold and silver. Rolls 52” 
wide, 10 yards lone. 

@ For Crisp, New, Winning Displays, Choose From the 
Materials Illustrated, or any of the Many Other Nationally 
Known Items on Display at All Sherwin-Williams Branches. 





DENNISON VELURE Rich window paneling in dark red or blue, imitating the 
finest velvet, can be secured with this rayon fiber covered crepe paper. Available 
in 15 colors. Roll 40” wide, 8&8 yards long. 





S-W DECA-SENE PASTE TONER 
COLORS For interior dis- 
plays and backgrounds. Brilliant, 
non-fading casein colors. Brush 
or spray application, Dry in one 
hour. Cover solid in one coat. 
10 colors to choose from. Filled 


in qt., gal. and 5-gal. containers. 





S-W SHOW CARD 





COLORS REYNOLDS METAL UNIFOIL 
Superior, brilliant, non-bleeding Available in wide variety of dis- 
colors for original sketches, signs, tinctive patterns and authentic 
window and counter displays. colors to suit every taste. Ideal 
Do not rub or chip off. Unusual for unique holiday displays and 
covering. Ready to use in 2-oz., packages. Stocked in rolls 25’, 
\% pt., pt., qt., gal. jars. 50° and 100° in length. 











